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indiqestion  tablet. 


Hard*  to  swal  low 
Isn't  it  . .? 


Remegel 


24 

fSil 


Remegel  is  different,  it's  chewy  not  chalky.  This  explains  why  it  went 
[lown  so  well  in  the  Tyne  Tees  Test  Market.  The  public  seem  to  prefer  a  brand 
that  doesn't  leave  an  unpleasant  gritty  aftertaste. 

That's  why  Remegel  gained  an  18%  annual  market  share  while  at  the 
Same  time  expanding  the  market  as  a  whole.  What's  more,  with  our  forthcoming 

f2.5  million  advertising  spend  we're  confident  you'll  taste  success.  It's  chewy,  not  chalky. 


How  Asilone 

succeeds 
where  others 
don't 


Unlike  products  that  simply  block 
reflux  by  rafting  action,  Asilone  attacks 
the  cause  of  indigestion  and 
heartburn:  excess  acid. 
It  neutralises  gastric  acid  and 
combats  wind,  whilst  gently  soothing 
the  stomach  lining. 

The  balanced  formula  of  Asilone 
Liquid  offers  both  fast  action  and  a 
lasting  effect.  In  addition,  Asilone  is 
extremely  low  in  sodium,  which  makes  it 
suitable  for  people  on  low-sodium  diets. 

This  is  why  so  many  doctors 
prescribe  Asilone.  And  why  you  can 
confidently  recommend  it. 

Your  recommendation 
for  indigestion 


To  obtain  a  free  product  sample  and  a  comprehensive  Professional  Guide,  write  to: 
Asilone  Information  Pack.  PO  Box  12.  Nottingham  NG7  2GB 
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"Rumour  control",  that  well-placed  source  of  informed  gossip, 
whispers  that  the  Department  of  Health  offered  pharmacy 
contractors  a  4  per  cent  increase  in  the  global  sum  for  1992-93 
at  last  week's  meeting  with  Pharmaceutical  Services 
Negotiating  Committee  officials.  PSNC,  it  is  understood, 
nearly  walked  out.  In  the  light  of  the  recent  recommendations 
of  the  Doctors  and  Dentists  Review  Board,  and  last  week's 
rapid  U-turn  on  dentists'  pay  by  the  Health  Secretary  William 
Waldegrave,  who  can  blame  them?  But  pharmacists  should  be 
used  by  now  to  an  adversarial  approach  at  this  time  of  the  year. 
Of  course,  neither  the  Department  nor  PSNC  will  speak 
publicly  about  the  state  of  play,  but  PSNC  financial  executive 
Mike  Brining  has  confirmed  that  the  Committee  is  expecting 
a  further  letter  from  the  Department,  and  that  there  may  be  a 
further  meeting  with  DoH  officials.  Clearly  an  improved  offer 
is  expected,  but  in  deciding  whether  or  not  to  accept  it  PSNC 
faces  a  dilemma. 

Looking  at  the  wider  political  picture,  a  general  election 
on  April  9  has  been  confidently  predicted  for  some  weeks  now. 
This  would  see  Parliament  being  dissolved  shortly  after  the 
Budget  on  March  10,  certainly  no  later  than  March  16.  So 
does  PSNC  settle  for  a  somewhat  improved  offer,  say  4.5  per 
cent,  with  some  new  money  (but  not  much)  thrown  in  for  new 
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roles  identified  in  the  working  party  report  on  future  roles  for 
community  pharmacy  (which  surely  must  be  published  soon!) 
or  not?  Not  to  settle  before  the  election  —  and  even  now  it 
might  be  too  late  —  would  mean  a  delay  until  well  after  the  end 
of  April  before  any  agreement  is  reached.  If  the  Tories  return 
to  power  then  the  same  offer  will  remain  on  the  table,  possibly 
to  be  imposed.  If  Labour  form  a  government  then  PSNC  is 
effectively  back  to  square  one.  Given  this  scenario  contractors 
can  see  the  truth  of  chairman  David  Sharpe's  words  when  he 
warned  Croydon  LPC  last  year  not  to  expect  anything  special 
from  this  year's  settlement.  It  is  likely  to  be  at  the  bottom  end 
of  expectations. 

In  view  of  the  progress  made  by  a  considerable  number  of 
LPCs  in  collaborating  with  their  FHSAs  to  improve  patient 
services,  and  the  frequent  endorsement  by  ministers  of 
community  pharmacy's  valuable  role  in  the  High  Street,  how 
much  longer  is  the  profession's  desire  to  improve  services  to 
be  stifled  by  lack  of  reasonable  funding?  Nibbling  at  the  edge 
by  dribbling  money  into  new  roles  —  as  has  been  done  with 
residential  homes  and  needle  exchange  schemes  —  leads  to 
nothing  but  frustration.  The  Department  and  PSNC  need  to 
identify  one  or  two  key  areas,  decide  what  they  want,  and  fund 
their  development  properly. 
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'Wholesale 
greed':  Glaxo 


Pharmacists  reminded 
about  new  food  regs 


Community  pharmacies  are  being 
reminded  that  new  food  regulations, 
which  came  into  force  on  February 
1,  could  require  them  to  register 
their  premises. 

Under  the  Food  Premises 
(Registration)  Regulations,  all 
organisations  involved  in  food 
preparation,  storage,  sale  or 
distribution  must  register  their 


Salford  Health  Authority  has 
successfully  prosecuted  the  owner 
of  a  private  nursing  home  for 
offences  including  failure  to  keep 
drug  administration  records. 

The  owner  of  the  Victoria 
Nursing  Home  pleaded  guilty  to  27 
charges  at  Eccles  Magistrates  Court 
—  17  cases  of  failing  to  keep  daily 
nursing  records,  nine  of  failing  to 
keep  drug  administration  records 
and  one  breach  of  fire  regulations. 

A  community  services 
pharmacist,  acting  as  part  of  the 
Health  Authority's  inspection  team, 
visited  the  premises  at  the  request  of 
the  registration  officer.  She  was 
unhappy  about  the  systems  being 
used  to  record  administration  of, 
and  the  actual  method  of 
administering,  medicines. 

The  drug  recording  system  in 
the  home  was  such  that  a 
prescription  sheet  identified  each 
prescribed  medication  with  a  letter 
which  was  then  noted  on  the 
administration  sheet  when  it  was 
given. 

It  appeared  that  the  recording 
sheet  was  being  filled  in  only  once  a 
day  for  each  patient  and  not  at  each 
time  of  administration.  There  were 
several  days  where  there  was  no 
record  of  any  drugs  being  given. 

It  was  also  noted  that  the  letters 


premises  with  the  local  council  by 
April  A. 

Shops  are  included  alongside 
caterers,  restaurants,  snack  bars, 
market  stalls,  clubs  and  hotels.  And 
if  a  pharmacy  sells  baby  foods, 
diabetic  foodstuffs,  chocolate, 
health  foods  etc,  then  the 
regulations  will  apply  to  them. 

Mary  Allen,   head  of  the 


being  recorded  were  not  the  same 
as  the  letters  assigned  to  the 
prescribed  drugs  on  the 
prescription  sheet  and  that  the 
sheets  were  not  kept  up  to  date. 

An  unannounced  visit  to  the 
home  also  revealed  that  nursing 
notes  were  only  being  written  up 
once  a  month,  not  daily,  and  that 
two  patients  were  locked  in  their 
rooms  with  the  keys  on  the  outside. 

At  the  hearing,  the  magistrate 
fined  the  owner  £1,000  for  the  fire 
offence,  £500  each  for  the  17 
nursing  record  offences  and  £500 
each  for  the  nine  drug  related 
offences  together  with  £2,000  for 
the  Health  Authority's  legal  costs. 

Laurence  Goldberg,  district 
pharmaceutical  officer  for  Salford 
and  Trafford  Health  Authorities 
brought  the  case  to  C&D's 
attention. 

"The  case  highlights  the  hard 
work  that  is  put  in  by  community 
services  pharmacists  in  ensuring 
drugs  are  handled  in  a  safe  and 
effective  manner  in  private  nursing 
homes,"  he  said.  "The  patient's 
safety  is  a  prime  concern." 

The  case  also  illustrates  that  if 
private  nursing  homes  continue  to 
ignore  the  regulations  they  are 
answerable  in  a  court  of  law,  he 
added. 


information  department  at  the 
National  Pharmaceutical 
Association  confirmed  that  as  far  as 
the  NPA  was  aware,  pharmacists 
would  need  to  register  their 
premises. 

The  Association  had  tried, 
unsuccessfully,  to  get  exemption  for 
pharmacies  on  the  grounds  that  the 
premises  were  already  inspected  by 
the  Royal  Pharmaceutical  Society 
and  were  registered  with  local 
authorities  under  the  Offices,  Shops 
and  Railway  Premises  Act,  she 
explained. 

Joan  Wrigley,  registration 
assistant  with  Barnet  Council's 
consumer  and  environmental 
services  commercial  division,  told 
C&D  that  a  number  of  pharmacies 
in  her  area  were  still  unaware  of  the 
need  to  register  their  premises. 

Barnet  Council  staff  will  be 
visiting  premises  during  February 
and  March  to  collect  completed 
registration  forms  and  advise 
businesses,  she  said.  This  will 
coincide  with  a  Department  of 
Health  publicity  campaign. 

A  free  pack  of  information  and 
guidance  on  safety  is  available  from 
local  authorities. 


NHS  authorities  should  have  wider 
powers  to  review  the  performance  of 
hospital  doctors  and  CPs,  says  the 
National  Association  of  Health 
Authorities  and  Trusts. 

NAHAT  says  that  prompt  action 
should  be  available  to  deal  with 
doctors  whose  performance  is  so 
poor  that  patients  are  potentially  at 
risk.  This  action  would  be  linked  to 
the  General  Medical  Council's 
proposals  that  "fitness  to  practise" 
procedures  should  be  instituted 


"There  is  no  reason  why  the  Glaxo 
agency  scheme  should  affect,  in  any 
way,  the  discounts  provided  on  non- 
Glaxo  purchases,"  says  a  letter 
being  sent  out  to  pharmacists  by 
Glaxo's  head  of  distribution,  Mr 
C.T.  Norman  this  week. 

The  company  accuses 
wholesalers  of  profiting  at  the 
expense  of  pharmacists  by  failing  to 
reduce  threshold  levels  on  non- 
Glaxo  purchases.  "As  Glaxo 
product  discounts  are  no  longer 
part  of  any  wholesaler  discount 
scheme,  the  linking  of  the  latter  to 
the  Glaxo  purchases  is  totally 
unjustified,"  says  the  company. 

Glaxo  expect  to  provide  £35 
million  in  discounts  to  customers  in 
1992  compared  to  a  total 
wholesaler  discount  of  over£50m  in 
1991,  based  on  £400m  turnover. 

The  company  maintains  that  it  is 
returning  to  customers  the  full 
amount  available  after  payment  of 
distribution  agents'  management 
fees,  which  are  of  the  order  of  5  per 
cent  of  turnover,  and  sees  no  reason 
why  agents  should  not  provide 
discounts  out  of  these  fees. 

"Agents'  management  fees  will 
substantially  exceed  £22m.  Should 
they  wish  to  do  so,  agents  may  pass 
some  of  this  on  to  customers  in 
order  to  gain  business,"  says  the 
company. 


where  there  is  evidence  of  seriously 
deficient  performance.  But  NAHAT 
argues  that  in  these  proposals  the 
term  "substantially  deficient" 
should  replace  "seriously  deficient" 
to  avoid  confusion  with  seriousi 
professional  misconduct. 


DH  A  purchasers 

The  Government  has  earmarked 
nearly  £10  million  for  1992/93  to 
develop  the  purchasing  role  ol 
district  health  authorities 
Regional  HAs  have  been  asked  to 
agree  with  DHAs  how  the 
resources  can  be  put  to  mosl 
effective  use.  They  will  ther 
report  to  the  NHS  Management 
Executive  on  plans  to  spend  the 
money. 

Dispensed  in  Wales 

Retail  pharmacists  in  Wales  ead 
dispensed  on  average  28,29? 
items  in  1990.  This  compared  wit! 
27,761  in  1989. 

Postponed... 

Electoral  considerations  hav« 
persuaded  the  Government  t< 
postpone  publication  of  thi 
White  Paper  outlining  the  f  urthe 
action  required  to  limit  th< 
number  of  avoidable  deaths  f  ron 
smoking  and  alcohol.  It  is  fearei 
publication  would  revive  Labou 
accusations  on  the  Government' 
mismanagement  of  the  NHS.  I 
the  Conservatives  are  retu  rned  fc 
power  the  White  Paper  will  b  i 
one  of  the  first  document 
published. 


Nursing  home  prosecuted 


NAHAT  want  stricter  controls 
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PGC  attacks 
Glaxo 

The  Pharmaceutical  General 
Council  of  Scotland  has  attacked 
the  Glaxo  discount  scheme  in  a 
letter  to  the  Scottish  Home  and 
Health  Department. 

PGC  chairman  Graeme  Millar 
believes  that  the  Glaxo  scheme  may 
involve  him  in  an  unnecessary 
dispute  with  the  Government  about 
discount  recovery.  "I  cannot  stress 
too  strongly  the  antagonism  that 
has  been  engendered  against  Glaxo 
in  introducing  such  a  scheme  at  a 
time  when  the  Government  is 
already  involved  in  the  review  of 
jharmacy  wholesaling  and  the 
pharmaceutical  price  regulation 
scheme,"  he  said. 

He  added  that  "a  most 
jnfortunate  scenario"  may  develop 
with  pharmacists  involved  in  the 
:ompilation  and  management  of 
ocal  formularies  discriminating 
igainst  Glaxo  products. 

The  situation  could  he  further 
impounded  as  "other 
pharmaceutical  companies  may  be 
matching  with  an  interest  in 
:hanging  their  existing 
arrangements,"  said  Mr  Millar.  He 
emphasised  that  such  action  could 
ead  to  a  major  rift  between  the 
pharmaceutical  industry  and 
:ommunity  pharmacy. 


1  i 


Safeway  have  just  opened  their  third  in-store  pharmacy  to  inc  lude  a 
consulting  room.  The  pharmacy  is  located  in  a  new  supermarket  at 
(lamston  on  the  South  East  outskirts  of  Nottingham.  The  development  also 
includes  a  residential  care  unit  for  the  elderly  and  a  doctor's  surgery.  A 
further  three  in-store  pharmacies  are  planned  to  open  before  April,  two  of 
which  are  subject  to  the  outcome  of  appeals 

London's  a  healthy  place 


Londoners'  health  is  no  worse,  and 
may  even  be  better,  than  that  of 
people  living  in  other  parts  of  the 
country,  according  to  a  King's  Fund 
report. 

London  districts  have 
significantly  lower  levels  of  mortality 
from  circulatory  diseases,  lung 
cancer,  cervical  cancer  and  traffic 
accidents  when  compared  with 
similar  areas  elsewhere  in  England. 
But  breast  cancer  and  suicide  are 
higher. 

Poor  health  in  London,  as 
elsewhere,  is  strongly  associated 
with  poor  material  circumstances 


such  as  low  income,  inadequate  diet 
and  poor  housing.  The  report,  The 
Health  Status  of  Londoners  (£12), 
finds  little  evidence  that  health 
relates  to  the  quantity  or  quality  ot 
healthcare  provision.  Instead  it 
reflects  the  relative  prosperity  of  the 
capital  over  recent  decades. 

The  report  is  one  of  six  prepared 
for  the  King's  Fund  Commission  on 
London  which  is  preparing  a 
strategy  for  the  future  of  the  city's 
healthcare.  ( )ther  reports  show  that 
Londoners  still  experience 
problems  in  gaining  access  to 
healthcare. 


EC  licence  proposals: 
Government  concern 


rhe  Government  has  voiced 
:oncerns  over  current  proposals  (<  >r 
i  pan-European  system  for  the 
icensing  of  medicinal  products. 

Parliamentary  Under-Secretary 
or  Health  Stephen  Dorrell  detailed 
,hese  worries  when  he  addressed 
he  European  Standing  Committee 
3  on  February  19.  Reservations 
bout  the  current  proposals  include 
he  need  for  a  scientifically  credible 
mtral  agency  in  Brussels  and  a  two 
tage  appeal  system. 

Overall  the  Government 
elieves  that  the  proposals, 
lesigned  to  create  and  promote  an 
nternal  market  throughout 
Europe,  are  desirable.  The  majority 
f  licence  applications  would  he 
ealt  with  by  a  decentralised 
rocedure  with  a  company  applying 
3  an  individual  national  agency  for 
licence. 

If  the  company  wishes  to  extend 
ie  licence  to  another  country,  an 
Jentical  application  will  be 
abmitted  and  the  original  country 
ill  provide  the  second  country  with 
ie  necessary  scientific  data. 

It  the  second  country  refuses  a 
cence,  there  will  be  a  60  day  period 
uring  which  the  two  countries  try 
)  settle  their  differences.  If  conflict 
ersists.  the  application  will  be 
iterred  to  Brussels. 
A  second  system  is  also 


envisaged  based  on  a  centralised 
procedure  in  Brussels.  This  will  be 
compulsory  for  biotechnological 
products,  for  veterinary  products 
that  are  used  as  growth  hormones 
and  optional  for  high-technology 
products  involving  the  use  of  new 
active  substances. 

In  both  cases,  however,  the 
ultimate  responsibility  rests  with  the 
Commission  who  would  continue  to 
be  advised  by  the  Committee  for 
Proprietary  Medicinal  Products  and 
the  Committee  for  Veterinary 
Medicinal  Products. 

The  role  of  these  Committees  is 
likely  to  extend  dramatically  and  so 
the  Commission  believes  that  a  new 
institution  —  called  an  agency  — 
should  develop  to  provide  the 
necessary  technical  and  scientific 
support  to  the  Committees. 

The  UK  is  also  concerned  about 
proposals  relating  to  the  appeals 
system  should  an  application  be 
refused  but  the  company  disagrees 
with  the  reasons.  In  the  UK  the 
company  may  ultimately  appeal  to 
the  Medicines  Commission  —  an 
independent  body. 

The  European  proposals  do  not 
envisage  a  second  appeal  to  a 
different  group  of  expert  witnesses, 
said  Mr  Dorrell.  It  would  be  difficult 
for  the  Commission  to  have  this  type 
of  system  because  it  does  not  have 


a  parallel  body  to  the  Medicines 
Commission.  The  UK  believes  it 
would  provide  an  important 
safeguard. 

The  Government  is  also 
concerned  that  the  Commission's 
proposals  do  not  detail  establishing 
an  effective  system  for  reporting 
adverse  drug  reactions.  The  UK  will 
be  arguing  that  the  information 
gathering  systems  should  be  the 
same  for  both  the  national  and  the 
European  licensing  systems. 


Pharmaceutical  Directives  on 
classification,  wholesale 
distribution,  labelling  and 
advertising  have  passed  through 
their  second  reading  in  the 
European  Parliament. 

Although  the  first  reading  tabled 
500  amendments,  roughly  a  third 
have  been  taken  over  by  the 
European  Commission  in  the 
revised  drafts.  ( )l  the  remainder, 
only  were  tabled  again  and  only 
seven  of  these  survived  the 
requirement  that  second  reading 
amendments  have  to  he  carried  by 
a  large  minority  in  the  European 
Parliament 

Among  those  which  failed  to  get 
a  majority  vote  were  calls  for  20  per 
cent  of  space  being  devoted  to 
warnings  and  side-effects  in 
advertising,  and  a  pharmacist  to 
oversee  wholesaling  operations, 
says  the  latest  Proprietary 
Association  of  Great  Britain's 
Bulletin. 

The  legislative  process  is  now 
nearing  completion,  says  PAGB. 
The  Commission  must  put  together 
the  final  drafts  within  one  month 
and  the  Council  must  adopt  the 
Directives  in  their  final  form  in  the 
subsequent  three  months.  This 
means  that  member  states  will  have 
them  for  implementation  in  July. 
□  The  European  Commission  has 
published  a  preliminary  document 
to  complete  the  1989  Transparency 
Directive  on  pricing  and 
reimbursement. 

Most  member  states  have 
adopted  economic  measures  to 
control  health  expenditure  on 
medicines  since  1989.  says  PAGB. 
However,  rather  than  reduce 
expenditure,  the  Commission  has 
found  that  these  measures  have 
contributed  to  making  the 
pharmaceutical  market  more  rigid. 

The  Commission  acknowledges 
that  national  pricing  and 
reimbursement  should  not  be 
harmonised  and  that  the  measures 
should  try  to  increase  competition. 

The  Commission  is  proposing  it 
should  have  advance  notification  of 
any  nationally  proposed  changes  to 
pricing  and  reimbursement  systems. 


More  GPs  hit  health  targets 


The  number  of  GPs  meeting  higher 
health  targets  under  their  new 
contract  has  risen  to  almost  three 
out  of  four,  according  to  the  latest 
figures  from  family  health  services 
authorities 

The  greatest  achievements  have 
been  achieved  in  cervical  cytology. 
In  over  one  quarter  of  all  FHSAs, 
every  GP  qualified  for  a  higher 
payment  at  April  1,  1991.  In  a 
further  23  areas,  90  per  cent  or 
more  of  GPs  received  the  higher 
payment. 

In  childhood  immunisation,  all 
GPs  in  six  areas  qualified  for  a  target 
payment  and  in  20  areas,  90  per 
cent  or  more  GPs  received  the 


higher  payment. 

Under  the  contract,  payments 
are  made  to  doctors  who  achieve  70 
per  cent  (lower  target)  for 
immunisation  and  50  per  cent 
(lower)  and  80  per  cent  (higher)  for 
cervical  screening. 

Welcoming  the  figures. 
Secretary  of  State  for  Health 
William  Waldegrave  said  they  were 
further  evidence  that  the  health 
service  reforms  were  successful. 

He  said  he  was  particularly 
encouraged  by  the  significant 
progress  being  made  in  urban  areas 
including  inner  London, 
Wolverhampton,  Bradford. 
Kirklees,  Oldham  and  Manchester. 
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Bromley  gets  latest  Boots 
health  check  centre 


The  latest  Boots  in-store  centre 
offering  health  checks  to  the  public, 
has  been  officially  opened  in 
Bromley  by  TV-am  doctor  Dr  Hilary 
Jones. 

The  centre,  together  with  one  in 
Lincoln,  offers  the  most 
comprehensive  range  of  tests 
available  from  the  company's  half  a 
dozen  such  centres. 

The  company's  commitment  to 
health  check  services  began  in 
Newcastle  in  November  1989  as  a 
separate  room  where  additional 
services  were  offered.  At  each  stage 
of  the  development  from  this  first 
stage  to  today's  comprehensive 
centres,  the  company  says  it  has 
assessed  the  demand  for  the 
services  and  has  monitored  how 
their  availability  has  been  accepted 
by  the  local  population. 

In  Bromley,  the  health  check 
area,  adjacent  to  the  pharmacy,  has 
been  devised  in  conjunction  with 
Minerva  Health  Management  Ltd,  a 
company  specialising  in 
preventative  health  screening. 

The  centre  employs  two 
qualified  nurses,  one  of  whom  is  a 
senior  nurse  with  screening  and 
counselling  experience.  In  addition, 
a  range  of  Scholl  services  for  feet  are 
on  offer.  Although  the  store's 
pharmacy  staff  may  be  called  upon 
for  advice,  their  day  to  day 
involvement  with  the  running  of  the 


store  is  minimal. 

The  checks  available  at  Bromley 
take  between  10  and  30  minutes 
and  range  in  price  from  £7.95  to 
£39.95.  They  include  full  health 
checks,  fitness  assessments,  well 
women  screening,  blood  analysis 
(haemoglobin,  glucose  and 
cholesterol)  and  pregnancy  tests.  In 
addition,  customers  can  have  an 
assessment  of  their  diet,  smoking 
and  drinking  habits. 


The  foot  and  leg  care  services, 
offered  in  conjunction  with  Scholl, 
include  chiropody,  cryotherapy 
(treatment  of  verrucae), 
aromatherapy,  advice  on  foot  and 
leg  care  and  waxing. 

Appointments  are  generally 
available  throughout  the  day  from 
9am  to  5pm,  six  days  a  week,  say 
Boots.  The  emphasis  is  on 
convenience  and  on  value  for 
money.  As  a  number  of  checks  are 


TV-am's  Dr  Hilary  Jones  prepares  for  a  cholesterol  test  from  Clare 
Gilkinson,  senior  health  screening  nurse  at  the  centre 


ABPI  reprimands  Roussel 
over  promotion  activities 


Roussel  Laboratories  have  been 
severely  reprimanded  by  the 
Association  of  the  British 
Pharmaceutical  Industry  following 
allegations  of  misconduct  in  relation 
to  product  promotion. 

The  case  arose  from  Yorkshire 
Television's  "First  Tuesday" 
programme  broadcast  on 
November  6,  1990.  Some  of  the 
criticisms  in  the  programme  — 
"Sweetening  the  medicine"  —  were 
made  by  a  former  medical 
representative  with  the  company. 

Taking  up  the  case,  the  ABPI's 
Code  of  Practice  Committee 
investigated  the  use  of  a  barometer 
as  a  promotional  aid  for  Surgam  SA, 
and  allegations  about  the  conduct 
of  medical  representatives.  A 
number  of  breaches  of  the  ABPI's 
Code  were  found. 

Further  allegations,  although 
not  investigated,  were  considered 
by  the  Committee  to  show  a  lack  of 
control  and  management  by  the 
company.  This  prompted  them  to 
submit  a  report  to  the  ABPI  board. 

The  board  severely 
reprimanded  Roussel  and  required 
the  company's  procedures  and  their 
implementation  to  be  audited  by  the 
Committee  secretariat  early  in  1992 
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and  again  a  year  later. 

The  Roussel  case  was  one  of  37 
detailed  in  the  Committee's  latest 
report  (February  1992).  Of  these,  21 
were  ruled  to  have  breached  the 
Code  of  Practice,  while  two  were 
considered  outside  the  Code's  area. 

Evans  Medical  were  ruled  to 
have  breached  Clause  2  of  the  Code 
with  a  form  which  took  the  format  of 
an  instruction  to  change  computer 
entries  on  CP's  practice  computers. 

The  Committee  considered  that 
the  form  might  be  seen  as  an 
attempt  to  bypass  the  doctor  and 
influence  prescribing:  "As  a 
principle,  the  provision  of  a  form  to 
change  entries  from  one  product  to 
another  by  a  pharmaceutical 
company  was  an  inappropriate 
method  of  promotion." 

Dermal  Laboratories  were  ruled 
in  breach  of  the  Code  relating  to  the 
distribution  of  samples,  when 
Capasal  shampoo  sachets  were 
enclosed  in  M/MS(July  1991). 

The  Code  states  that  no  samples 
shall  be  mailed  to  doctors  except  in 
response  to  a  request.  The 
Committee  did  not  accept  the 
company's  submission  that  samples 
for  identification  purposes  were 
exempt  from  that  requirement. 


Fundholding 
to  be 
expanded 

The  GP  fundholding  scheme  is  to 
be  expanded,  allowing  doctors  to 
purchase  community  nursing 
services  Health  Secretary  William 
Waldegrave  has  announced. 

From  April  1,  1993,  GP 
fundholders  will  be  given  a  budget 
for  district  nursing  and  health 
visitors  in  addition  to  the  funds  they 
receive  for  hospital  services. 
However,  they  will  not  be  able  to 
employ  their  own  community 
nursing  staff  within  the  practice  nor 
use  a  private  nursing  service. 

Dietetics  and  chiropody  are  also 
to  be  added  to  the  scheme,  which 
aims  to  encourage  further  co- 
operation and  partnerships  between 
CPs  and  these  professions. 

"GPs  work  in  partnership  with 
district  nurses  and  health  visitors 
and,  together  with  other  practice 
staff,  form  the  core  of  the  primary 
healthcare  team.  The  inclusion  of 
these  services  in  the  fundholding 
scheme  will  lead,  by  sharing  goals 
and  objectives,  improving 
communications  and  closer 
integration,  to  the  development  of  | 
this  vital  service,"  Mr  Waldegrave 
said. 


offered  on  an  individual  basis,  such 
as  cholesterol,  there  is  no  need  to 
undergo  the  full  health  check  every 
time. 

All  the  health  checks  are  carried 
out  in  privacy  and  the  reports  given 
are  strictly  confidential,  says  the 
company.  However  if  the  nurse 
believes  that  patients  should  consult 
their  GP,  they  will  be  advised  to  do 
so. 

At  the  centre's  official  opening 
on  February  24,  TV-am's  Dr  Hilary 
Jones  said  he  was  in  favour  of  the 
Boots'  scheme  because  it  fulfilled  so 
many  needs.  He  recognised  that  it 
was  sometimes  difficult  to  get 
people  to  visit  their  local  GP  for 
such  tests  and  the  convenience  of 
the  Boots'  scheme  was  important. 

He  did  not  believe  there  was  any 
conflict  with  the  medical  profession. 
"The  service  offers  a  lot  of 
advantages  working  in  tandem  with 
what  is  already  there,"  he  said. 

Dr  Jones  spoke  of  some  of  the 
"fascinating  insights"  provided  by  a 
survey  carried  out  by  Boots  in 
Bromley.  This  showed  the  local 
population  to  be  in  the  forefront  of 
the  trend  towards  taking  a  more 
pro-active  role  in  health. 

Interest  in  healthchecks  was 
strong,  the  survey  revealed,  with 
three  quarters  of  respondents 
expressing  an  interest  in,  and 
having  had,  a  check  of  some  sort 
Blood  pressure  tests  were  the  most 
common  with  57  per  cent  having 
had  a  test  in  the  past  year. 

Some  94  per  cent  said  they  were 
generally  happy  with  their  health 
and  fitness  and  nine  out  of  ten  had 
not  engaged  in  any  form  of  active 
sport  in  the  last  12  months. 

Eight  out  of  ten  claimed  not  to 
smoke  and  of  those  who  did  43  per! 
cent  claimed  to  smoke  less  than  10 
cigarettes  a  day.  Only  1  per  cent  had 
begun  smoking  within  the  last  yeari 
while  six  out  of  ten  had  tried 
unsuccessfully  to  give  up. 


New  health 
organisation 

A  new  organisation  has  been 
launched  with  the  aim  of  shifting 
health  policies  in  the  UK  towards  a« 
emphasis  on  health  rather  than  jus 
on  healthcare  alone. 

The  Association  for  Publii 
Health  has  made  a  public  appeal  fo 
members  in  the  British  Media 
Journal  and  the  Health  Service 
Journal.  It  will  be  independent  of  aj 
political  parties  and  professions 
groups  yet  aims  to  work  alongsid! 
professional  bodies. 

The  APH  believes  that  for  th 
health  of  the  nation  to  improvt 
factors  beyond  the  healthcar1 
services  such  as  environment,  die 
and  workplace  must  be  studied. 
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Riverside's 
application 
considered 
invalid 

An  application  by  dispensing 
doctors  in  Evesham,  under  the 
name  of  Riverside  Co  Ltd,  to 
dispense  for  all  patients,  has  been 
dismissed  by  the  Family  Health 
Services  Authority. 

A  spokeswi iman  f<  >r  1  leref<  >rd  <  if 
Worcs  FHSA  told  C&D  that  the 
application  was  invalid  because 
when  it  was  made  in  mid-October, 
the  limited  company  had  not  been 
formed.  Riverside  Co  Ltd  only  came 
into  existence  in  January. 

Patricia  Alesbury.  who  opened  a 
pharmacy  close  to  the  Riverside 
surgery  in  December,  says  Evesham 
pharmacists  will  continue  to  keep 
an  eye  on  the  situation.  She  says 
there  is  nothing  in  the  regulatii  ins  t<  > 
prevent  a  body  corporate,  formed 
by  CPs,  from  applying  for  contracts. 

"Unfortunately  they  can  still  re- 
apply, and  this  we  would  obviously 
defend  on  the  grounds  of  necessity 
and  desirability,"  she  says.  The 
surgery  already  has  permission  to 
dispense  for  rural  patients.  (C&D, 
December  7,  p930). 

Meanwhile  in  Pershore,  the 
dispensing  application  from  the 
doctor's  company  Abbotswood 
Medical  Services  was  approved  by 
Hereford  &  Worcs  FHSA  last  week. 

An  application  in  the  same  area 
by  pharmacists  Gerard  and  Miles 
Ogle  has  remained  in  abeyance,  and 
no  action  has  been  taken,  although 
their  application  was  made  first. 

Gerard  Miles  said  the  reason 
;iven  by  the  FHSA  was  that  the 
doctors  already  had  premises  so 
their  application  was  considered 
first.  Commenting  on  the  decision, 
he  said:  "They  want  to  have  their 
cake,  eat  it  and  be  the  cooks  too." 


Pecram  recall 

'Ethical  Pharmaceuticals  are 
recalling  batches  0107Z  and  0200Z 
of  Pecram  tablets.  Analysis  of  stored 
amples  has  shown  that  they  no 
longer  meet  the  product  licence  in 
vitro  dissolution  rate  specification. 

All  packs  should  be  returned 
through  wholesalers;  appropriate 
credit  and  postage  refund  will  be 
given.  Replacement  stock  should  be 
re-ordered  in  the  normal  way. 


Betnesol 
recall 

^laxo  have  initiated  a  recall  of 
Setnesol  eve  drops,  batch  number 
34702A  C,  due  to  sterility 
problems. 

Affected  stock  should  be 
'eturned  to  wholesale  suppliers  for 
:redit.  Further  medical  information 
s  available  from  Glaxo  on  081-990 
1951. 


Every  FHSA 
should 
finance  a 
DUMP 
scheme 

How  I  wish  my  pharmacy  was  in 
the  West  Glamorgan  Family 
Health  Services  Authority  area 
where  a  properly  organised  and 
funded  drug  disposal  programme 
has  been  established  (C&D 
February  2,  p272).  In  my  neck  of 
the  woods  we  do  not  even  have  a 
DUMP  campaign.  I  do,  however, 
have  a  drug  disposal  problem  with 
an  ever  increasing  quantity  of  old 
drugs  and  household  poisons 
being  returned  by  a  conscientious 
public  to  their  caring  pharmacist! 

Until  recently  I  used  to  charm 
the  local  hospital  to  add  my 
rubbish  to  theirs,  but  with  the  loss 
of  Crown  immunity  that  source  of 
disposal  has  ceased  and  although  I 
do  avail  myself  of  the  private 
sector  I  fail  to  see  why  I  should 
have  to  foot  the  bill.  I  still  accept 
almost  anything  back  from  the 
public  and  dispose  of  it  safely  but  I 
drew  the  line  the  other  day  at  the 
accumulated  contents  of  the  last 
100  years  practice  from  a  local 
veterinary  surgery. 

Part  of  the  premises  had  been 
sold  for  conversion  and  the  new 
owner,  although  fascinated  by  the 
array  of  old  bottles  he  found, 
preferred  me  to  dispose  of  the 


contents!  There  must  have  been 
enough  strychnine,  cyanide,  lead 
and  mercury  salts  in  those  old 
bottles  to  kill  off  the  entire 
population  of  our  small  town,  and 
I  am  afraid  to  admit  I  passed  the 
problem  over  to  our  local 
environmental  health  officer. 

1  have  voiced  my  concern  over 
this  on  a  previous  occasion 
without  much  response  hut  this 
initiative  by  West  Glamorgan 
FHSA  could  be  the  way  forward. 
Regrettably  it  is  only  those  FHSAs 
with  sufficient  finance  and  vision 
who  will  follow  their  example  but 
an  enterprising  finance  officer 
should  be  able  to  attract  industry 
sponsorship.  If  the  FHSA  is  willing 
to  organise  the  scheme  a  financial 
deal  might  be  struck  which  could 
offer  a  genuine  public  service 
while  relieving  me  of  this 
unrequested  burden. 

Pay  system 
needs  a  good 
shake  up 

The  Government  has  sounded  the 
retreat  over  its  threat  to  cut 
dentists'  fees  to  adjust  for  the 
overpayment  of  their  "target 
average  net  income"  in  1991/92, 
and  good  luck  to  the  dentists  for 
having  achieved  such  a  rapid 
volte-face. 

It  was  not,  however,  the 
anticipated  net  annual  income  of 
the  average  dentist  at  £35,815 
that  interested  me  (envy  would  be 
a  better  word)  so  much  as  the 
apologetic  excuse  from  a 
Department  of  Health  spokesman 
that  this  was  income  "net  of 
expenses"  and  these  expenses 
would  have  to  be  looked  at  before 
the  clawback  is  enforced!  In  an 
election  year  the  cynical  might 
question  the  political  motivation 
but  for  dentists,  at  least,  the 
Department  has  publicly  accepted 
the  principle  of  repayment  of 
expenses  incurred. 

In  pharmacy,  however,  cost 
inquiries  were  abandoned  by  the 
Government  along  with  the  cost- 
plus  contract  in  favour  of  a 
percentage  increase  on  the  global 
sum.  We  are,  however,  still  paid 
uniform  piece  work  rates 
irrespective  of  the  individual  cost 
of  providing  the  sen'ice.  At 
present  we  quiescently  accept  the 
inevitable  annual  fait  accompli 
presented  to  us  by  the 
Pharmaceutical  Services 


Negotiating  Committee  after  their 
secret  negotiations  with  the 
Department  of  Health,  but  since 
when  did  the  contractors  haw  any 
real  input  into  those 
computations? 

The  present  system  is  patently 
unfair  to  the  high  cost  contractor 
and  should  be  amended  to  include 
a  comparative  "target  average  net 
income",  a  substantial  basic 
practice  allowance,  a  banded 
premises  allowance  to  account  for 
varying  property  costs  and  extra 
contractual  payments  to 
encourage  our  extended  role. 
Then  and  only  then  should  the 
remainder  of  the  global  sum  be 
distributed  on  a  per  item  of  service 
basis. 

I  can  already  hear  the  cries  of 
"far  too  complicated"  but  that  is 
no  excuse  for  the  current  unfair 
system  where  the  cream  is  being 
removed  by  the  dispensing 
factories  and  oversimplification 
may  soon  send  many  small 
pharmacies  to  the  bankruptcy 
courts. 

Wholesaler 

discount 

does 

pharmacy  no 
favours 

The  Department  of  Health  must 
be  laughing  all  the  way  to  the  bank 
after  watching  the  current  vitriolic 
exchanges  between  PSNC,  the 
pharmaceutical  wholesalers  and 
Glaxo.  I  do  not  know  who  is  to 
blame  and  to  be  honest  neither  do 
I  care.  What  I  do  want,  however,  is 
an  efficient  supply  service  from  my 
wholesaler  and  if  that  involves  a 
reduction  in  discount  then  I  would 
expect  that  to  be  quickly  reflected 
in  the  discount  scale. 

In  fact,  I  would  prefer  that  no 
discounts  at  all  were  offered 
because  they  ultimately  do 
community  pharmacy  no  favours. 
Before  the  wholesaler  wars  there 
was  a  greater  choice  of  supplier 
and  credit  terms  extended  to  90 
days  rather  than  the  current  60. 
The  net  result  of  so-called 
wholesale  competition  (I  would 
paraphrase  this  as  collective 
greed)  has  been  a  reduction  in 
working  capital  for  the  average 
pharmacy  of  £20. 000,  and  a 
saving  to  the  Exchequer  of  around 
8  per  cent  of  the  annual  drugs  bill. 

Instead  of  accusations  of 
profiteering,  PSNC  should  stay 
well  clear  of  the  arguments  and 
expend  its  energies  in  persuading 
the  Department  of  Health  to 
change  the  discount  scale  rapidly 
to  account  for  this  changing 
economic  reality. 
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Scriptspecials 

Importal  for  constipation 


Zyma  Healthcare  are  launching  a 
new  product  for  constipation  and 
portal  systemic  encephalopathy. 

The  brand  name  is  Importal,  but 
prescriptions  must  be  written 
generically  as  lactilol  monohydrate 
for  NHS  reimbursement. 

Lactilol  is  a  disaccharide 
consisting  of  galactose  and  sorbitol. 
It  is  a  naturally  acting  laxative  with 
a  gentle  osmotic  action.  Clinical 
trials  have  shown  that  it  is  well 
tolerated  and  is  as  effective  as  both 
lactulose  and  a  bulk-forming 
laxative,  say  Zyma. 

It  produces  its  effect  in  the 
lumen  of  the  colon,  where  it  is 
virtually  100  per  cent  bioavailable 
since  it  is  absorbed  only  minimally 
and  is  not  hydrolysed  in  the  gastro- 
intestinal tract. 

In  the  colon  it  is  broken  down  to 
short  chain  organic  acids  by  the 
intestinal  flora,  which  causes  the 
contents  of  the  colon  to  become 
acidified  and  thereby  reduces  the 
absorption  of  ammonia. 

The  laxative  effect  is  achieved 
because  the  formation  of  low 
molecular  weight  organic  acids 
results  in  an  increase  in  osmotic 
pressure  in  the  colon,  which  in  turn 
increases  the  stool  water  content 
and  volume.  This  usually  occurs 
within  a  few  hours. 

Patients  should  be  informed 
that  the  initial  laxative  response  may 
be  delayed  until  the  second  or  third 
day  of  administration.  Patients  who 
complain  of  nausea  should  be 
advised  to  take  Importal  with  a 
meal. 

Manufacturer  Zyma  Healthcare, 
Mill  Road,  Holmwood,  Near 
Dorking,  Surrey,  RH5  4NU 
Description  White,  crystalline, 
sweet  tasting  powder  composed  of 
lactilol 

Uses  Constipation.  Acute  and 
chronic  portal  system 
encephalopathy 

Dosage  The  dosage  will  require 
adjustment  to  obtain  one  daily 
bowel  movement  in  constipated 
patients  and  two  in  patients  with 
portal  system  encephalopathy. 
Constipation  Adults  (including  the 
elderly):  20g,  reduced  to  lOgaftera 
few  days.  Children:  12-16  years 
10-20g,  six  to  12  years  5-10g,  one  to 
six  years  2.5-5g.  To  take  as  a  single 
daily  dose  in  the  morning  or  evening 
at  meal  times,  preferably  mixed  with 
food  or  drink  (hot  or  cold 
beverages,  cereals  and  puddings 
etc).  It  is  recommended  that 
Importal  is  taken  with  one  or  two 
full  glasses  (200ml  each)  of  fluid. 
Portal  systemic  encephalopathy  see 
Data  Sheet 
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Contra-indications,  warnings, 

etc  Patients  with  intestinal 
obstruction;  not  recommended  for 
those  with  galactosaemia.  Elderly  or 
debilitated  patients  on  long-term 
treatment  with  Importal  should 
have  their  serum  electrolytes 
monitored  regularly.  Patients  who 
complain  of  nausea  should  be 
advised  to  take  Importal  with  a 
meal.  Not  recommended  in  cases  of 
ileostomy  or  colostomy.  Should 
only  be  used  during  the  first 
trimester  of  pregnancy  if  there  is  no 
safer  alternative 


Monday  sees  the  launch  of 
Triadene,  a  new  triphasic  gestodene 
contraceptive  pill  from  Schering 
Health  Care. 

Triadene  is  a  21  day,  one-a-day 
tablet  formulation  of  gestodene  and 
ethinyloestradiol  in  three  phases. 
Phase  I  consists  of  six  beige  tablets 
containing  30mcg  ethinyloestradiol 
and  50mcg  gestodene,  phase  II  has 
five  dark  brown  tablets  with  40mcg 
ethinyloestradiol  and  70mcg 
gestodene,  and  phase  III  has  ten 
white  tablets  with  30mcg 
ethinyloestradiol  and  lOOmcg 
gestodene. 

Triadene  provides  all  the  clinical 
advantages  of  Femodene  and 
Femodene  ED  in  a  triphasic 
formulation,  say  Schering.  It  has  a 
lower  dosage  than  older  triphasics, 
provides  better  cycle  control,  and 
has  a  neutral  metabolic  profile,  the 
company  says. 

Like  other  contraceptive  pills, 
the  first  tablet  should  be  taken  on 
the  first  day  of  the  menstrual  cycle 
for  the  first  cycle.  Subsequent 
courses  should  be  started  after 
seven  tablet-free  days.  Contra- 
indications, warnings,  precautions, 
and  side-effects  are  as  for  other 
mum  ii  i  i  ii  i  inimni—  ■— ° 


Kabi  Pharmacia  have  replaced 
Vamin  infant  with  Vaminolact,  their 
new  amino  acid  solution  for 
neonates  and  infants. 

The  amino  acid  profile  of 
Vaminolact  is  even  closer  to  that  of 
human  milk  with  the  addition  of 
taurine,  which  is  essential  for  the 
normal  development  of  the  CNS, 
|  brain  and  retina,  say  Kabi. 


Interactions  Antacids  and 
neomycin  should  not  be  given  at  the 
same  time  to  cirrhotic  patients  with 
portal  systemic  encephalopathy. 
May  increase  potassium  loss  caused 
by  other  drugs,  which  may  enhance 
the  risk  of  toxic  effects  of  glycosides. 
Can  be  given  to  diabetics. 
Side-effects  At  the  start,  treatment 
may  produce  abdominal  discomfort 
such  as  meteorism  and  flatulence, 
pain,  cramps  or  sensation  of  fullness 
(in  about  25  per  cent  of  adults  and 
35  per  cent  of  the  elderly).  These 
tend  to  diminish  or  disappear  after 


products  containing  gestodene  and 
oestradiol  (see  Data  Sheet). 

Triadene  tablets  have  a  shiny 
sugar  coating.  The  beige  and  white 
tablets  bear  a  red  "R"  in  a  regular 
hexagon,  and  the  dark  brown 
tablets  have  a  similar  symbol  in 
white.  A  circular  memo  triple  pack 
(three  by  21)  costs  £7.95  (trade). 
Schering  Health  Care  Ltd.  Tel: 
0444  232323. 


Like  Vamin  infant,  Vaminolact 
contains  reduced  levels  of 
phenylalanine  and  is  also  sulphite- 
free.  It  is  formulated  without 
carbohydrates  or  electrolytes. 

Vaminolact  is  available  in 
bottles  of  100ml  (£3.80)  and  500ml 
(£8.70,  both  prices  trade).  Kabi 
Pharmacia  Ltd.  Tel:  0908 
661101. 
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a  few  days  of  regular  intake. 
Occasionally  nausea,  borborygmi 
(rumbling  noises  from  the 
alimentary  canal)  or  anal  pruritis 
have  been  reported  as  well  as 
vomiting  in  rare  cases.  Some 
patients  may  experience  diarrhoea 
at  the  recommended  dosage; 
reducing  the  dose  will  overcome  this 
Supply  restrictions  POM 
Packs  Sachets  containing  lOg  of 
powder  (20  £2.31,  50  £5.77,  both 
prices  trade) 

Licence  number  0030/0044 
Issued  February  1992 


Single  dose  Tef  lox 

Abbott  Laboratories  have  been 
granted  a  product  licence  variation  for 
Teflox,  for  the  use  of  a  single  40()mg 
tablet  to  treat  simple  urinary  tract 
infections.  Clinical  trials  have  shown 
this  to  be  as  effective  as  longer 
standard  antibiotic  therapies,  say 
Abbott.  Teflox  400  (£.3.30  trade)  is 
available  in  a  single  tablet  carton 
containing  a  patient  information 
leaflet.  Abbott  Laboratories  Ltd. 
Tel:  0628  773355. 

Diflucan  suspension 

Pfizer  have  launched  an  oral 
suspension  of  Diflucan.  It  is  available 
in  two  strengths:  50mg/5ml  (35ml 
£16.61)  and  200mg/5ml  (35ml 
£66.42).  Both  are  white,  orange- 
flavoured  powders  for  reconstitution. 
The  dosage  is  as  for  other  Diflucan 
products  (see  Data  Sheet).  Pfizer 
Ltd.  Tel:  0304  616161. 

Supplying  Niferex 

From  March  3,  the  marketing  and 
distribution  of  Niferex  elixir  and 
Niferex-150  capsules  will  be 
transferred  from  Fermitalia  Carlo 
Erba  to  Tillomed  Laboratories  Ltd. 
Tel:  0462  480344. 

Tritace  markings 

Tritace  capsules  are  now  marked  with 
the  strength  (ie  1.25,  2.5  and  5)  and 
the  company's  logo.  Batches  with 
these  new  markings  will  be  phased  in 
over  the  next  two  months.  Hoechst 
Pharmaceuticals  Ltd.  Tel:  081-570 
7712. 

AerobedOO 

3M  Health  Care  are  launching 
Aerobec  100  Autohaler.  The  breath  i 
acutated  Autohaler  delivers  200  doses] 
of  beclomethasone  diproprionate 
lOOmcg  per  actuation  (£13.50  trade). 
It  joins  the  Aerobec  50  and  Forte 
versions  launched  last  month.  3M 
Health  Care  Ltd.  Tel:  0509 
611611. 

Junifen  sugar  free 

Boots  Pharmaceuticals  are 
introducing  a  sugar-free  presentation 
of  Junifen.  The  strength, 
recommended  doses  and  price  are  as 
for  Junifen.  Boots  Pharmaceuticals. 
Tel:  0602  240909. 
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A  new  triphasic 
gestodene  Pill 


Vaminolact  from  Kabi 


WE'RE  FLEXING  OUR  MUSCLES 


Radian-B  has  the  muscle-power  to  stay  ahead  of 
the  competition: 

'  The  Radian-B  range  is  the  fastest-growing  topical 
analgesic  brand. 

With  our  TV  commercial,  as  well  as  campaigns  in 
national  magazines  and  the  sporting  press,  plus  PR 
support,  we're  toning  up  to  reach  No.  1 . 

Radian-B  Spirit  Liniment  now  has  the  unique 
strength  of  unbreakable  plastic  packs. 

Unique  formula  Radian-B  Mineral  Bath  Salts  and 
Liquid  are  real  winners,  bathing  away  aches  and 
pains  and  enhancing  the  rest  of  the  range. 

•  Radian-B  is  the  official  supplier  to  the  1992  British 
Olympic  team. 

Stock  up  with  the  full  force  of  Radian-B.  Together, 
we  make  a  great  team. 


*  Radian-B 

■RADIATES  RELIEF 


ci 


EW  FOR  FLU 

COLDS  &  COUGHS 


3  A  Hot  Drink 
Formula 


hp 


That  Relieves 
The  Symptoms 
Of  Flu 


And  So 
Helps 
Sufferers 
Get  A  Goo*' 
Night's 
Sleep 


1,000,000  TV 

WNCH  SUPPORT 

I ht  Time  For  Night-Time 
>ur  Wholesaler  NOW 


Cholesterol  lowering 
drugs:  BHA  answers  back 


The  British  Hyperlipidaemia 
Association  has  responded  to  a 
British  Medical  Journal  paper 
(February  15)  calling  lor  a 
moratorium  on  cholesterol  lowering 
drugs. 

Cholesterol  specialists,  speaking 
at  a  Press  briefing  organised  by  the 
BHA  last  week,  have  put  forward 
opposing  views  to  those  expressed 
in  the  BMJby  epidemiologists  who 
called  for  the  suspension  on  the 
general  use  of  cholesterol  lowering 
drugs  because  of  uncertainty 
surrounding  their  benefits  and 
risks. 

"Particular  concern  was 
generated  by  a  recent  meta-analysis 
that  showed  a  significantly 
increased  risk  of  death  from 
accidents  and  violence  when  the 
results  of  six  randomised  primary 
prevention  trials  were  pooled,"  said 
the  article. 

DrTony  Keech,  a  clinician  and 
epidemiologist  at  the  Radcliffe 
Infirmary,  Oxford  University  said: 
"We  have  carried  out  an  extensive 
analysis  of  all  available  trials  of 
usage  of  cholesterol  lowering  drugs 
or  diet  and  there  is  no  significant 
increase  in  accidental  or  violent 
death  or  cancer." 

Professor  Tony  Winder,  of  the 
Royal  Free  Hospital,  London 
expressed  concern  that  patients 
with  familial  hypercholesterolaemia 
and  other  severe  inherited  problems 
were  asking  CPs  to  take  them  off 
medication  because  of  the  recent 
"alarmist"  Press  reports. 


Script  Specials 


Evans  news 

Evans  have  added  cimetidine  tablets 
800mg  (30  £18.18  trade)  to  their 
range.  They  have  temporarily 
withdrawn:  calcium  lactate  tablets 
300mg  100s,  codeine  phosphate 
tablets  15mg  250s  and  60mg  100s, 
methadone  linctus  500ml  and  quinine 
bisulphate  tablets  300mg  250s. 
Procyclidine  5mg  100s,  previously 
advised  as  discontinued,  are  now 
available.  Evans  Medical  Ltd.  Tel: 
0582  608308. 

From  Ultrapharm 

Ultrapharm  are  launching  four 
products  which  have  been  approved 
by  the  ACBS.  Available  from  March  1 
are:  Ultra  low  protein  and  gluten  free 
canned  white  bread  (350g  £2.75)  and 
canned  brown  bread  (500g  £3.80), 
Ultra  gluten  free  crackerbread  (lOOg 
£1.72)  and  Aglutella  low  protein  rice 
(500g £3.95.  all  prices  trade). 
Ultrapharm  Ltd.  Tel:  0491 
578016. 

Novof  ine  needles 

Novo  Nordisk  are  introducing  a  new 
needle,  Novofme,  for  use  with  the 
insulin  injection  devices  Novopen  and 
Novopen  II.  This  needle  is  of  a  finer 
gauge  (28G)  and  will  replace  the 
existing  27G  needle  for  Novopen. 
Novofme  comes  in  boxes  of  100 
(£7.35  trade).  Distributors:  Farillon 
Ltd.  Tel:  04023  71136. 


"It  is  crucial  that  GPs 
understand  that  patients  at  high  risk 
of  heart  disease  or  who  have 
recently  undergone  bypass  surgery 
should  remain  on  appropriate 
therapy  to  help  reduce  their  high 
cholesterol  levels,"  he  said. 

BHA  chairman,  Dr  Gilbert 
Thompson,  said:  "It  is  under- 
treatment  of  patients  at  high  risk  or 
coronary  heart  disease,  not  over- 
treatment,  that  contributes  to  the 
UK  lopping  the  world  league  in 
coronary  heart  disease  with 
1 80.000  cieaths  resulting  from  heart 


disease  each  year." 

In  a  statement  issued  prior  to 
the  briefing,  the  BHA  said  it 
deplored  the  needless  undermining 
of  confidence  caused  by 
sensationalist  comments  in  some 
newspapers  lollowing  the 
publication  of  the  article. 

A  Family  Heart  Association 
statement  criticised  the  selective 
nature  of  the  BMJ  comments;  in 
countries  where  cholesterol 
lowering  has  been  vigorously 
pursued,  coronary  heart  disease 
deaths  have  heen  halved,  it  states. 


Serious  eye  complications 
possible  with  tamoxifen 


Patients  taking  tamoxifen  who 
complain  of  visual  problems  should 
be  assessed  carefully  and  referred 
early  for  ophthalmological  opinion. 

This  is  the  warning  issued  in  this 
week's  British  Medical  Journal 
(February  22),  where  experts  from 
King's  College  Hospital,  London 
relate  a  case  report  of  a  rare  but 
serious  ocular  complication  with 
tamoxifen. 

A  72  year  old  woman  given 
tamoxifen  40mg  daily  as  treatment 
for  breast  cancer  was  diagnosed  as 
diabetic  one  year  later.  About  one 
month  after  that,  she  complained  of 
blurred  vision  and  her  visual  acuity 
was  measured.  Three  years  on, 
when  she  was  referred  to  the 
diabetic  eye  clinic,  her  visual  acuity 
was  found  to  have  worsened  and  a 
number  of  tests  showed  that  the 


original  diagnosis  of  diabetic 
maculopathy  was  inaccurate. 
Tamoxifen  retinopathy  was 
diagnosed  and  the  drug 
discontinued.  One  year  later,  her 
visual  acuity  remained  unchanged. 

The  authors  acknowledge  that 
because  use  of  tamoxifen  is 
widespread  and  its  toxic  effect  on 
the  retina  rare,  ophthalmic 
screening  would  be  impractical.  But 
they  say  clinicians  should  be  aware 
of  this  potential  side-effect, 
particularly  where  other  causes  of 
retinopathy,  such  as  diabetes  are 
present 

They  stress  the  importance  of 
diagnosis  before  the  full  picture  of 
tamoxifen  retinopathy,  with  its 
associated  significant  and  possibly 
irreversible  visual  impairment,  is 
established. 


SMA 


A  survey  of  300  women  by  SMA 
Nutrition  has  revealed  that  94  per 
cent  would  like  to  be  provided 
automatically  with  information 
about  weaning. 

( )ne  in  live  said  it  was  difficult  to 
find  out  about  weaning  —  bottle 
feeding  women  and  those  under  25 
were  most  likely  to  be  having 
difficulty.  And  many  women  said 
they  wanted  specific  information 
about  what  and  when  to  give 
different  types  of  food. 

( )ne  in  lour  mums  admitted  they 
were  unsure  what  to  wean  their  baby 
on,  and  one  in  seven  considered 
spicy  food  acceptable  for  babies. 

Nearly  eight  out  often  mothers 
said  they  were  confident  that  they 
knew  when  to  wean  their  babies  — 
between  three  to  four  months.  But 
a  quarter  of  mothers  started  to  wean 
their  babies  too  early. 

The  women's  most  common 
source  ol  information  ahout 
weaning  was  the  health  visitor  (76 
per  cent)  followed  by  books  and 
information  packs  (70  per  cent). 
Other  information  came  from 
friends  with  babies  (51  per  cent), 
grandmother  (43  per  cent), 
magazines  (35  per  cent),  GPs  (8  per 
cent)  and  television  (7  per  cent). 
•  Most  mothers  are  confident  that 
their  babies  are  receiving  enough 
iron  in  their  diet,  but  in  many  cases 
their  confidence  is  ill-founded,  say 
SMA.  In  fact  one  in  six  children 
suffers  from  iron  deficiency.  SMA's 
research  also  showed  that  mothers 
had  little  understanding  of  nutrition 
and  many  did  not  understand  the 
effects  of  cooking. 


Anti-inf  lammatories  of  value  in  asthma 


A  week  after  beta-2  agonists  were 
cleared  by  the  Committee  on  Safety 
of  Medicines  (C&D,  Feb22,p272). 
Fisons  have  issued  a  Press  release 
giving  evidence  that  they  are  linked 
with  increased  incidence  of  fatal 
asthma.  Theophylline  was  also 
found  to  be  associated  with 
increased  risk. 

The  company  refer  to  a  study  in 
the  New  England  Journal  ot 
Medicine,  February  20.  This 
suggests  inhaled  beta-2  agonists. 


while  excellent  at  reversing  acute 
bronchoconstrictive  attacks,  are 
less  effective  during  the  later 
inflammatory  phase  associated  with 
fatal  or  near  fatal  cases.  And 
overdependence  can  delay  the  use 
of  anti-inflammatories,  say  the 
authors.  The  study,  involving  over 
12,000  patients,  recommends  that 
all  patients  with  moderate  or  severe 
asthma  receive  maintenance 
therapy  with  anti-inflammatory 
agents. 


GPs  generic  worries 


GPs  are  worried  about  the  quality  of 
generic  preparations  and  are 
unlikely  to  switch  to  prescribing 
them  until  more  stringent  checks 
are  introduced,  according  to  an 
article  in  Pulse  (February  22). 

Dr  Alastair  Hepburn,  of  NW  and 
SW  Thames  RHAs  told  a  meeting  in 
London  that  a  study  of  GPs  showed 
that  many  were  worried  about  the 
quality  checks  carried  out  on 
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generics  and  about  bio-equivalence. 
Other  concerns  were: 

•  suspicions  that  pharmacists  use 
the  cheapest  preparations 

•  the  country  of  origin 

•  difficulty  remembering,  and 
spelling,  generic  names 

•  the  level  of  back-up  offered  by 
generic  manufacturers 

•  fears  that  patient  compliance 
would  reduce. 


It  is  concluded  that  the  findings 
should  not  alter  the  use  of  beta-2 
agonists  when  required  to  control 
symptoms,  but  anti-inflammatory 
maintenance  therapy  should  be 
introduced  as  soon  as  possible. 

Pregnant  and 
ill  too! 

Most  women  feel  less  healthy  and 
energetic  than  usual  during  the  first 
few  mondis  of  pregnancy,  according 
to  preliminary'  results  of  a  long-term 
study. 

Professional  Care  ofMotiierand 
Child  (1992  2:2  48)  says  that  only  39 
per  cent  of  women  were  always  or 
unusually  fit  and  well  during  the  first 
trimester,  w;hile  over  half  felt  less 
active.  Some  67  per  cent  had 
nausea  in  the  first  trimester. 

These  results  are  from  the  first 
1,000  responses  given  by  women  to 
the  Abon  Longitudinal  Study  of 
Pregnancy  and  Childhood, 
involving  around  15,000  women. 
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Chewy  Remegel 
goes  national 


Remegel,  a  soft  chewy  mint 
flavoured  tablet  for  the  relief 
of  acid  indigestion,  is  being 
launched  nationally  by 
Warner-Lambert 
Healthcare.  It  has  been  on 
test  in  the  Tyne  Tees  area 
for  three  years  where  it  has 
taken  an  18  per  cent  market 
share. 

The  brand  will  be 
supported  by  a  £2.75  million 
television  campaign  in  its 
first  12  months  majoring  on 
the  "chewy  not  chalky 
theme",  along  with  in-store 
promotions,  merchandising 
and  sampling,  and  consumer 
offers  through  the  media. 

Warner-Lambert  claim  to 
have  overcome  the  chalky 
taste  and  gritty  texture 
which  a  third  of  consumers 
cite  as  putting  them  off 
existing  tablet  formulations. 
In  the  test  area  Remegel  had 
the  highest  cash  rate  of  sale 
in  both  the  pocket  size  and 
larger  size  segments,  claims 
the  company,  outselling  the 
next  placed  brands  by  50 
and  60  per  cent  respectively. 

Remegel  is  indicated  for 
relief  of  acid  indigestion, 
heartburn  and  upset 
stomach.  Each  tablet 
contains  800mg  calcium 
carbonate.  One  or  two 
pieces  should  be  chewed  as 
symptoms  occur.  The  dose 
can  be  repeated  hourly  up  to 
a  maximum  of  12  pieces  in 
24  hours.  The  product  is  not 
recommended  for  children, 
nor  should  it  be  taken 
during  antibiotic  therapy. 

The  product  is  a  GSL 
medicine  and  comes  in  a  24 
piece  economy  carton 
(£1.59),  an  eight  piece  stick 
(£0.59)  and  a  five  piece  trial 
size  pack  for  £0.20. 

The  UK  indigestion 
market  is  valued  at  around 
£70  million.  It  is  the  fourth 
largest  OTC  sector,  with  60 
per  cent  of  purchases  going 
through  pharmacies.  Unit 
purchases  have  remained 
static  for  some  years:  43  per 
cent  of  sufferers  do  not  use 
an  OTC  remedy  for  the 
condition  and  they  represent 
a  large  potential  market,  say 
Warner-Lambert. 

The  company  views 
Remegel  as  its  first 
Euro-brand:  the  UK  is  the 
first  country  in  which  it  is 
being  launched.  Warner- 
Lambert  Health  Care.  Tel: 
0703  620500. 


Remegel 
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Japanese  peppermint 
oil  from  RPR 


Kiminto,  a  100  per  cent 
natural  Japanese 
peppermint  oil,  has  been 
launched  by  Rhone-Poulenc 
Rorer's  new  family  health 
division.  The  launch  denotes 
a  fresh  departure  for  RPR  in 
to  the  expanding  natural 
products  market,  the 
company  says. 

Kiminto  is  available  in 
three  forms:  an  oil,  a  pocket 
pack  and  mints.  The  oil 
(10ml  £2.69)  can  be  dabbed 
on  the  handkerchief  or 
pillow,  diluted  in  water  and 
used  as  a  mouthwash,  or 
dropped  in  a  bath  to  create  a 
mintv  aroma. 

The  pocket  pack  (£2.49) 
consists  of  a  slimline  holder 
containing  fibre 
impregnated  with 


peppermint  oil.  The  pack 
can  be  refilled  by  pouring  a 
few  drops  of  oil  on  to  the 
fibre  mat. 

The  mints  (50  £1.49)  are 
small  and  powerful  and  have 
proved  popular  as  a  breath 
freshener. 

Consumer  awareness  will 
be  raised  through  a£l 
million  national  advertising 
campaign  and  editorial  and 
reader  offers  in  selected 
magazines.  Point  of  sale 
material  will  be  available 
with  the  catchline  "The 
fresh  way  to  a  clear  head". 

Retailers  will  be  given 
wholesale  promotional 
support  during  March,  say 
RPR  Family  Health 
Division.  Tel:  0323 
21422. 


Numark  have  introduced  the  first  of  a  series  of  OTC 
medicines  to  their  own  brand  range.  These  are  paracetamol 
tablets  (24  £1 .35),  ibubrofen  tablets  (24  £  1 . 1 0)  and  cold 
relief  capsules  (24  =£1.49).  All  conform  to  BP  specification. 
The  packaging  complements  the  Numark  packed  goods 
range.  Numark  Management  Ltd.  Tel:  0827  69269. 


Cow  &  Gate  extend 
Olvarit  range 


Cow  &  Gate  are  extending 
their  Olvarit  babymeals 
range  in  March,  taking  the 
number  of  varieties  from  28 
to  38.  Seven  additional 
desserts  and  three  main 
courses  are  to  be  added. 

With  the  increased  size  of 
the  range,  Cow  &  Gate  are 
segmenting  the  dessert 
varieties  into  fruit  (including 
the  new  varieties  harvest 
fruit,  Summer  fruit  salad, 
Hawaiian  fruit  cocktail  and 
Caribbean  fruit  carnival), 
and  dairy  desserts  (including 
the  new  orange,  grape  and 
banana  delight,  and  exotic 
fruit  surprise  varieties). 

The  new  main  courses 
being  introduced  are  west 
country  casserole,  country 
vegetable  and  egg  savoury, 
and  pasta  italienne,  which 
are  all  stage  two  meals. 

To  simplify  product 
selection,  additional  colour 
coding  is  being  introduced 
to  existing  packaging.  Fruit 
desserts  will  be  colour  coded 


orange,  and  dairy  desserts 
blue.  Breakfasts  and  main 
courses  retain  their  yellow 
and  green  identification. 

The  range  extension  will 
be  supported  in  the 
consumer  media  with  a  £1 
million  national  and  regional 
breakfast  television 
campaign  running  for  two 
months  from  April  and  again 
in  the  Summer.  This  will  be 
backed  by  parenthood  Press 
advertising. 

Sampling  will  take  place 
via  the  Cow  &  Gate  Baby 
Centre,  a  mobile 
babyfeeding  and  changing 
unit  which  will  tour  18  major 
outdoor  shows  during  the 
Summer. 

The  brand  registered 
sterling  growth  of  60  per 
cent  in  pharmacies  in  1991 
and  now  accounts  for  14  per 
cent  of  the  total  babymeals 
market,  says  marketing 
director  Niall  Bowen.  Cow 
Gate  Ltd.  Tel:  0225 
768381. 


NSPCC 
support 

For  every  showcard  or 
counter  unit  about  the 
National  Society  for  the 
Prevention  of  Cruelty  to 
Children  placed  in  the 
pharmacy  for  at  least  two 
months,  Warner  Lambert 
will  give  a  donation  to  the 
NSPCC.  A  £2  million 
television  campaign  for 
Benylin  will  also  encourage 
further  support.  Assistants 
can  help  by  entering  a 
competition  —  for  each 
correct  entry  the  company 
will  give  a  donation. 
Warner-  Lambert.  Tel: 
0703  620500. 


Kanebo 
protection 

New  from  Kanebo  is  Sensai 
Extra  Performance  anti-UV 
Milky  Daytime  protection 
cream  (30ml  £31.95).  It 
protects  skin  from  UV  rays 
and  is  hypo-allergenic.  The 
UV  filters  are  enclosed  in 
resin  microcapsules  so  they 
do  not  come  into  direct 
contact  with  the  skin,  say 
Kanebo.  The  product  has  ai! 
SPF  13,  is  water  resistant 
and  easily  absorbed. 

Kanebo  have  added  a  new! 
colour  to  their  Bio  Total 
Finish  foundation  —  Suntar 
Bronze.  Kanebo.  Tel: 
0635  46362. 
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Our  prescription  for 
staying  one  step  ahead. 

We're  always  considering  ways  to  help  you  build  your  business 
throughout  the  year.  And  because  we're  totally  committed  to 
you,  the  independent  pharmacist,  our  service  will  continue  to 
grow  and  improve. 

If  proof  were  needed,  just  turn  to 
your  Partnership  Programme  book. 
And  turn  to  the  section  entitled 
"Additional  Services!' 

Alongside  the  hugely  successful 
own  brand  'UniChem'  products  for 
instance  you'll  find  details  of  the 
'Simple  Solutions'  Catalogue -a  host 
of  helpful  items  for  the  elderly 
and  disabled.  Details  of  the  UniPos 
computerised  sales  information  system. 
And  so  much  more. 

If  you  want  to  stay  one  step 
ahead,  vour  first  step  is  to  read  our 
book.  And  make  the  most  of  it. 


UniChem 


ELPING  YOU  BUILD  YOUR  BUSINESS  THROUGHOUT  THE  YEAR. 

UniChem  pic.  I'niC'hem  House,  Cox  Lane.  Chessington.  Surrey  KT9  1SN.  Tel:  081-391  2323 
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ucozade  activity  for 
market  growth 


Smithkline  Beecham  have 
announced  a  series  of 
product,  packaging  and 
marketing  innovations  for 
the  Lucozade  Energy  and 
Sport  ranges,  as  part  of  their 
drive  to  grow  the  £159 
million  energy  and  sports 
drinks  market  to  £250m  by 
1995. 

They  are  launching  new 
look  250ml  Lucozade 
bottles,  a  low  calorie 
Lucozade  Sport,  and  a 
lemon  and  lime  still 
Sportpack,  backed  by  £20m 
support  plus  sponsorship 
investment. 

Lucozade  250ml  glass 
bottles  have  a  streamlined 
look  and  the  word  "energy" 
embossed  in  the  neck.  The 
label  is  larger,  with  its  gold 
finish  and  "dynamic 
branding"  meant  to  convey  a 
premium  look.  The  bottles 
also  now  feature  a  tamper 
evident  cap. 

With  the  fastest  growing 
sector  of  the  carbonates 
market  continuing  to  be  low 
calorie  drinks,  the  launch  of 
low  calorie  Lucozade  Sport 
in  a  330ml  can  heralds 
another  breakthrough  in  the 
energy  and  sports  drinks 
market,  say  SB. 

It  contains  less  than  ten 
calories  per  can  and  is 
targeted  particularly  at 
young  women.  SB  say  the 
orange-flavoured  hypotonic 
formulation  is  consistent 
with  the  fluid  replacement 
qualities  of  standard 
Lucozade  Sport,  as  well  as 
containing  calcium  and 
vitamin  C. 

The  launch  of  the  lemon 
and  lime  still  Sportpack  is 
seen  as  a  "logical  step 
forward"  in  the  brand 
development,  since  the 
orange  flavour  launched  last 
year  surpassed  SB's 
forecasts. 

This  year  there  is  a£20m 
year-round  advertising 
campaign  —  SB's  most  and 
concentrated  promotional 
campaign  ever.  Support  will 
include  television,  poster 
and  national  Press 
campaigns. 

Following  on  from  a 
campaign  earlier  this  year,  a 
Spring  campaign  starts  next 


More  EPO 
by  half 
from 

Healthilife 

Healthilife  are  offering  50 
per  cent  extra  free  in  their 
packs  of  30  and  60  evening 
primrose  oil  500mg 
capsules.  This  offer  is 
highlighted  on  price  marked 
packs  (45  £2.99  and  90 
£5.49)  and  is  also  being 
supported  by  national 
consumer  public  relations 
activity. 

Pharmacists  can  order 
packs  in  units  of  ten,  at 
£32.06  for  the  90s  and 
£16.96  for  the  45s  so 
maintaining  normal 
margins. 

"Special"  evening 
primrose  oil  capsules  and 
further  product 
developments  will  be 
unveiled  at  the  Helfex 
exhibition  at  Wembley  in 
April,  say  Healthilife  Ltd. 
Tel:  0274  595021. 


month,  featuring  the 
"Human  race"  commercial. 
This  is  followed  in  April  with 
the  Lucozade  Sport  "John 
Barnes"  commercials. 

Sponsorship  activity 
within  high  profile  sports  will 
continue  in  1992.  There  is 
new  sponsorship  for 
Tottenham  Hotspur, 
Middlesborough,  Aberdeen, 
Celtic,  and  Rangers,  as  well 
as  the  elite  athletics  club 
Chafford  Hundred,  and  a 
three  year  sponsorship 
agreement  with  Middlesex 
County  Cricket  Club. 
Smithkline  Beecham 
Consumer  Brands.  Tel: 
081-560  5151. 


Vitabrit 
capsules 

Vitabrit  beta  carotene  is  now 
available  in  capsules  which 
are  acceptable  to  those  who 
prefer  to  avoid  animal -based 
products,  say  Britannia 
Health.  The  capsule  shells' 
ingredients  include  agar  and 
alginate.  The  product  is  now 
available  in  a  28  day 
calendar  pack  (£4.99). 
Britannia  Health  Products 
Ltd.  Tel:  0737  773741. 


Senokot  gets  new  look 

The  repackaged  Senokot 
and  improved  flavour 
Fybogel  become  available  in 
March.  Senokot  is  blister 
packed  in  20s,  60s  and  100s. 
The  500  tablet  dispensing 


pack  remains  a  tub. 

Fybogel  now  has  an 
improved  orange  taste. 
Reckitt  &  Colman 
Products.  Tel:  0482 
26151. 


Bath  and 
shower 
products 
erode 
soap  sales 

The  average  family  gets 
through  around  two  bars  of 
soap  a  month,  according  to 
the  latest  survey,  Soaps  & 
Detergents,  by  Key  Note. 
The  brands  they  are  most 
likely  to  buy  are  Imperial 
Leather  (22.6  per  cent 
share),  Palmolive  (1 1.1  per 
cnet),  Shield  (10.5  per  cent) 
Camay  (9.5  per  cent),  Fairy 
(8.5  per  cent)  or  Cussons 
Pearl  (7.1  percent). 

Usage  of  liquid  soaps  is 
highest  among  the  3544  age 
group  and  lowest  among 
15-24  year  olds,  says  the 
report.  The  most  popular 
brand  is  Silvikrin  Supersoap, 
with  a  27  per  cent  share. 

The  toilet  soap  market 
was  worth  £121m  in  1990, 
showing  little  growth  on  the 
previous  year.  The  lack  of 
growth  is  attributed  to  the 
increasing  popularity  of 
shower  gels  and  bath 
additives  and  a  trend 
towards  non  soap  based 
products  for  facial  use. 
Soaps  &  Detergents.  Key 
Note  Publications  Ltd.  Tel: 
081-783  0755. 


Suba-Seal  baby  range  gets 
designer  look  with  colour  coding 

William  Freeman's  complete 
Suba-Seal  babycare  range  is 
now  available  in  new 
designer  packs  printed  in 
pastel  colours.  The  packs 
feature  a  colour  coded 
"seal"  symbol. 

Smaller  items  such  as 
teats  and  soothers  are  now 
available  in  blister  and 
sachet  packs.  New  lines 
include  a  designer  250ml 
polycarbonate  feeding  bottle 
with  graduated  scale. 

The  range  includes 
feeding  bottles,  latex  and 
silicone  teats,  soothers, 
feeding  bottle  insulators,  cot 
hot  water  bottles,  baby  bath 
mats  and  feeding 
accessories.  William 
Freeman  Ltd.  Tel:0226 
284081. 


Cash  prize  winners  with  Crookes 


"Get  it  right  at  point  of  sale  and  reap 
the  profits"  —  that  is  the  winning 
message  in  Crookes  Healthcare's 
£55,000  Mystery  Shopper  cash 
honanza 

The  latest  A 100  cash  winners  also 
have  the  chance  to  win  the  AS.  000 
grand  prize  so  congratulations  to 

MrSH  Patel,  Manlcy  Pharmacy 


Clarendon  Road,  Manchester,  M16 
OAH 

Mr  A  Tylec,  Andrew  Tylec  Ltd,  Hyde 

Park  Road,  Leeds,  LS6  I PV 

MrJ  Clark,  BJ  Wilson  Ltd.  Oakwood 

District  Centre,  Derby,  DE2  2HT 

dordon  Davies,  Hornsley  Road, 

Earlsfield,NG31  7XD 

V  Kothari,  Cecil  Jacobs  Disp 

Chemist,  London  Road,  Leicester 


Mrs  C  Clarke,  Evans  Chemist , 
Cradley  Road,  Cradlcy  Heath. 
Birmingham 

Mr  Millor.  Miltons  Chemist,  Church 

Street,  Stoke  on  Trent,  Staffordshire 

MrDMHanford,  1  Frederick  Place, 

Llansamlet,  SA7l)RY 

JRW  Billing,  I  Kings  Chase  Shopping 

Centre,  Bristol,  BS1S  2 LP 

Mr  S  Patel,  W  Marchant  Ltd,  Barton, 


St  Gloucester,  Gloucs 

Mr  R  Thakrar,  Catton  Grove  Road, 

Norwich,  NR3  3NS 

So  make  sure  your  Crookes  Coldcare 
units  arc  well  stocked  and  on  display 
hecaust  Effective  display.,  pays!  — 
with  Crookes.  As  one  lucky  winner 
said,  "they  increase  sales  without  a 
doubt" 
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The  Olympic 
Vitamin  is  run 
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We  are  the  only  official  supplier  of  vitamins  and  supplements  to  t 
British  Olympic  team.  We'll  be  telling  everyone  in  our  TV  campaign,  whi 
starts  with  the  Winter  Olympics  in  February. 

Our  packs  will  also  feature  a  'Win  a  free  trip  to  the  Olympics'  competiti 
If  you  want  to  be  part  of  the  winning  team,  call  us  now. 

ch  |||§| 

on.  e 

;  To  join  in  the  promotion  and  receive  free  materials,  call  0509  611001  Ext.  45202. 

S  A  N  ATO  G  E  N  and  FISONS  are  Trade  Marks  of  Fisons  pic.  ©  Fisons  pic  1992 

FISONS 

Natural  Therapy  to 
the  rescue! 


The  Natural  Therapy 
Company  have  introduced 
the  Hair  Rescue  range  of 
haircare  products  to  help 
protect  hair  from  damage. 

Hair  Rescue  scalp  infusion 
(150ml  £5.25)  is  a  soothing 
lotion  containing  rosemary 
oil  and  aloe  extract.  It 
should  be  used  before 
shampooing  hair. 

Hair  Rescue  protein 
cleanser  (150ml  £3.50)  is  a 
concentrated  gel  shampoo 
which  can  be  used  daily. 

Hair  Rescue  intensive 
conditioner  (150ml  £3.50) 
contains  panthenol  and  silk 
protein.  Hair  Rescue  mask 
(100ml  £5.25)  is  designed 
for  dry,  damaged  and 
chemically  treated  hair. 
American  Beautv  Bar. 
Tel:  071-351  7524. 


Skin  Clear 

goes 

unisex 

Potter's  have  relaunched 
their  Skin  Clear  range  in 
blue  and  white  packaging 
designed  to  appeal  to  both 
men  and  women. 

Market  research,  says  the 
company,  showed  the 
product  was  popular  with 
teenage  boys  and  the  new 
packaging  is  aimed  to 
increase  share  among  that 
group. 

To  support  the  range 
Potter's  are  providing  point 
of  sale  material,  and  a  Press 
sampling  campaign  is 
planned.  Potter's  Ltd.  Tel: 
0942  34761. 


Giorgio 
add  Red 
for  Men 

Giorgio  Beverly  Hills  are 
extending  their  Red 
fragrance  with  Red  for  Men. 

It  is  described  as  a 
sophisticated  blend  of  fresh, 
citrus,  woody  and  wildflower 
notes  which  "capture  the 
essence  of  Californian 
living".  The  fragrance  is 
available  as  cologne  spray 
(50ml  £19.50,  100ml 
£29.50),  aftershave  refresher 
(50ml  £16,  100m!  £22),  and 
soother  (100ml  £22). 

To  support  the  launch 
there  will  be  national  Press 
advertising  including  scent 
strips,  and  a  sampling 
campaign  destined  to  reach 
500,000  men.  Red  for  Men 
will  be  available  exclusively 
to  Selfridges  for  one  month, 
after  which  it  will  go  on  sale 
to  other  outlets.  Giorgio. 
Tel:  071-495  2121. 


Cream  Silk  gets  light 
touch  two  in  one 


Elida  Gibbs  have  extended 
their  relaunched  Cream  Silk 
range  with  the  addition  of  a 
new  two  in  one  variant. 

Extra  Body  for  frequently 
washed  hair  is  a  lighter 
version  of  the  Cream  Silk 
two  in  one.  It  is  aimed  at 
women  who  need  to  wash 
their  hair  often,  but  only 
need  light  conditioning.  It 


will  be  available  in  two  sizes 
-200ml  (£1.79)  and  a  new 
300ml  (£2.59)  size.  Both 
packs  will  feature  extra  value 
for  the  launch  period. 

The  Cream  Silk  range  will 
be  supported  by  a  television 
campaign  and  sampling  to 
10  million  households. 
Elida  Gibbs.  Tel:  071-486 
1200. 


A  whiff  of 
Summer 

Scarborough  &  Co  are 
launching  Summer  Hill 
toiletries  collection  —  a 
floral  and  fruit  fragranced 
range.  The  fragrance 
contains  lily,  dianthus, 
orange  blossom,  freesia, 
peach  and  berry.  The  range 
comprises  eau  de  toilette 
(£12.50),  foaming  bath  gel 
(£5.95),  soap  in  oval  or 
butterfly  shape  (£2.10),  body 
lotion  (£6.50)  and  talc 
(£4.75).  Scarborough  & 
Co.  Tel:  071-603  1611. 


Free  gift 
with 

Givenchy 

Givenchy  are  running  a 
special  offer  on  their 
Givenchy  Gentleman  range 
from  May  4  for  two  weeks. 

With  every  two  purchases 
customers  will  receive  the 
Givenchy  Gentleman  Cube 
collection,  comprising  30ml 
eau  de  toilette.  25ml  bath 
and  shower  gel,  and  25ml 
aftershave.  Parfums 
Givenchy.  Tel:  0932 
245111. 


Flix  offer  for  Spring 


Searle  are  supporting  their 
Flix  artificial  sweetener 
during  March  and  April  with 
a  coupon  campaign  and  an 
on-pack  promotion,  offering 
consumers  money  back. 

Flix  will  be  featured  in  the 
Reed  coupon  book,  which 
will  be  issued  to  2.5  million 
households.  Recipients  will 
be  able  to  claim  20p  off  Flix. 


The  offer  runs  until  June  30. 

At  the  end  of  March  the 
Flix  Instant  Money 
promotion  will  be 
relaunched,  with  increased 
prize  money.  Customers  can 
claim  up  to  £10  in  cash  in 
return  for  tokens  on-pack. 
Searle  Consumer 
Products.  Tel:  0494 
521124. 


Actibrush 
offer  from 
Numark 

Numark  are  offering 
pharmacists  a  special 
promotion  on  Colgate 
Actibrush  throughout 
March. 

On  purchases  of  12  packs 
of  250ml  or  500ml  bottles 
pharmacists  will  receive  a 
free  case  of  24  trial  size 
bottles  in  classic  or  cool 
mint  variants.  The  order 
form  for  the  promotion  will 
be  distributed  to  members  in 
the  March  issue  of  Profitline. 
Numark  Management  Ltd. 
Tel:  0827  69269. 


Summer 
support 
for  Nair 

Carter- Wallace  will  be 
supporting  the  Nair 
depilatory  range  with  a 
£200,000  campaign  running 
from  May  to  September. 

The  Press  campaign  is 
aimed  at  older  and  younger 
users.  A  range  of  point  of 
sale  material  will  be 
available.  Carter-Wallace. 
Tel:  0303  850661. 


Touch  of 
Silver  gets 
hairspray 

Schwarzkopf  have  added  a 
hairspray  to  their  Touch  of 
Silver  range  for  grey  hair.  It 
is  a  firm  hold  spray  and 
contains  keratin 
conditioner.  It  comes  in  a 
250ml  can  (£1.95). 
Schwarzkopf  Ltd.  Tel: 
0296  88101. 

Weight 
gain  by 
Weider 

Victory  Mega  Mass  2000 
from  Weider  is  a  high  calorie 
and  carbohydrate  drink  mix 
with  added  vitamins  and 
minerals. 

This  weight  gaining 
product  provides  up  to 
2,000  calories  when  mixed 
with  low  fat  milk.  It  is 
available  in  chocolate  and 
banana  flavours  (£17.99). 

As  an  introductory  offer, 
Weider  are  giving  away  a 
training  video  featuring  with 
every  twin  pack.  The  price 
for  two  twin  packs  with  video 
(rrp  £29.99)  is  £31.99. 
Weider.  Tel:  0535  632294. 


Beauty  International  are  offering  50ml  extra  free  on  their 
Henara  shampoos  and  conditioners  throughout  March  and 
April.  All  products  are  priced  at  £1.49.  Beauty 
International.  Tel:  0491  33333. 
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STRIKES  AGAIN. 


Sensodyne  already  dominates  the  sensitivity  sector  with  a  share  of  more  than  80%.  Now  with  the  10th  Anniversary  of 
nsodyne  TV  advertising,  we're  striking  yet  again  -  we've  planned  a  record  TV  spend  covering  7  months  of  1992. 

And  TV  isn't  the  only  area  we  mean  to  dominate.  Our  commitment  to  the  dental  profession  over  the  last 


years  has  never  been  so  great,  with  the  largest  dental  sales  force  in  the  UK  resulting  in 
%  of  dentists  recommending  Sensodyne. 

Research  shows  1  in  3  adults  suffers  from  sensitive  teeth.  Through  PR,  sales  promotion 
d  features  in  women's  magazines,  we're  making  sure  that  everyone  turns  to  Sensodyne. 

Sensodyne  is  the  No.  1  chemist  brand  in  the  total  toothpaste  market.1  So  don't  burn  your 
inces,  strike  today  and  stock  up  on  Sensodyne  -  Original,  Mint  and  fresh-tasting  Sensodyne  F. 

Stafford-Miller  Ltd.,  Broadwater  Road,  Welwyn  Garden  City.  Hertfordshire  AL7  3SP.  Telephone  0707  331001 
I   Independent  research  Data  on  file  Stafford-Miller  Ltd.  1991 
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BRITAIN'S  NO.  1  TOOTHPASTE 
FOR  SENSITIVE  TEETH. 


A  Gem  from 
Healthilife 


Healthilife  are  launching 
Gem  garlic  drops  for  use  in 
cooking. 

The  ingredients  are  99  per 
cent  soya  bean  oil  and  1  per 
cent  highly  concentrated  oil 
of  garlic.  The  30ml 
container  is  shaped  like  a 
bulb  of  garlic  and  holds  the 
equivalent  of  two  bulbs.  Half 
a  teaspoon  of  the  drops 
equals  about  one  clove  of 
garlic. 

The  drops  are  released  by 
squeezing  the  base.  Thus 
Gem  is  easier,  cleaner  and 
more  convenient  to  use  than 
cloves,  say  Healthilife. 

Once  opened,  the  drops 
last  for  three  months.  They 
should  be  stored  in  a 
refrigerator  or  a  cool,  dry 
place  with  the  top  firmly 
fastened.  The  in-store  shelf 
life  is  two  and  a  half  years. 

Healthilife's  launch 


programme  includes  an 
on-pack  offer  for  a  recipe 
booklet,  "Cooking  with 
garlic  made  easy",  free  with 
two  pack  fronts.  There  will 
also  be  national  and  regional 
consumer  PR  campaigns, 
media  competitions  and 
advertising  in  women's 
magazines.  Follow-on 
promotion  includes  a 
television  test  campaign  in 
the  Autumn  followed  by  a 
national  campaign  in  1993. 

Gem  comes  in  a  display 
unit  of  six  security  sealed 
packs,  each  retailing  at 
£0.89.  It  is  approved  by  the 
Vegetarian  Society. 

Pre-launch  test  marketing 
revealed  major  consumer 
interest  in  Gem,  say 
Healthilife;  they  predict 
sales  of  over  £1  million  in 
1992  Healthilife  Ltd.  Tel: 
0274  595021. 


Flexible  thermometer 


Becton  Dickinson  have 
introduced  a  flexible  digital 
bite-resistant  clinical 
thermometer  which  gives 
three  bleeps  on  reaching  a 
stable  temperature.  It 
relieves  worries  about 
broken  glass,  mercury 


spillage  or  ingestion,  say 
B-D.  The  thermometer 
(£8.15)  is  clinically  accurate 
to  0.1C  and  is  suitable  for 
oral,  underarm  or  rectal  use. 
It  is  currently  exclusive  to 
Boots.  Becton  Dickinson. 
Tel:  081-6441  298. 


Scholl  are  running  a  special  offer  on  their  Limmits  range, 
aimed  at  independent  pharmacies.  From  February  24  until 
April  23  consumers  who  purchase  two  packs  of  cream 
biscuits  will  receive  a  free  chewy  bar  (worth  £0.65). 
Showcards  to  promote  the  offer  are  available.  Scholl 
Consumer  Products.  Tel:  0582  482929 
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Extra  fill  promotion  on  Bodyform 


Scott  are  promoting 
Bodyform  Plus  with  extra  fill 
packs  throughout  March 
and  April. 

The  promotion  offers  four 
free  towels  in  Bodyform 
regular  and  super  packs 
along  with  a  money  off  next 


Correction 

The  correct  price  for  Helene 
Curtis'  Salon  Selectives 
Perfect  Curls  spray  is  £1.99, 
and  not  as  printed  in  Over  the 
Counter  (February /March) 
page  32. 

Wrong  number 

Jean  Sorrelle,  new  owners  of 
Coppertone,  would  like  to 
point  out  that  their  new 
telephone  number  is:  0733 
281000  and  not  as  stated  in 
C&D  last  week. 

Flowmega 

Lifeplan  Products  have 
introduced  a  new  fish  oil 
supplement  to  their  range. 
Flowmega  capsules  contain 
500mg  omega  3  fish  oils.  The 
capsules  (60  £2.89)  are  also 
free  from  sugar,  starch,  salt, 
lactose  and  glucose  and 
synthetic  colours  and 
preservatives.  Lifeplan 
Products  Ltd.  Tel:  0455 
556281. 

Belle  Color  on  TV 

Garnier's  Belle  Color  will  be 
advertised  on  television  in  a 
new  campaign  this  Spring. 
Breaking  on  April  13  the  £1 
million  campaign  marks  the 
first  stage  of  a  year  long 
programme  of  support  for  the 
brand.  Laboratoires 
Gamier.  Tel:  071-937 
5454. 

Neutradol  range 

The  "Dear  Rhoda" 
advertisement  for  the 
Neutradol  range  will  continue 
in  1992  with  a  £2.5  million 
Press  campaign  in  consumer 
magazines  and  national 
newspapers.  M. S.George  Ltd. 
Tel:  071-351  3465. 


purchase  coupon. 

A  35p  off  coupon  will  be 
incorporated  in  packs  of 
Bodyform  solo  and  plus. 

Five  free  liners  will  be 
offered  in  Bodyform  parity 
liner  packs  of  30  and  45, 
and  a  20p  off  next  purchase 


coupon  on  packs  of  20. 

The  range  will  be 
supported  throughout  the 
year  with  a  television 
advertising  campaign  and  an 
on-going  PR  programme. 
Scott  Ltd.  Tel:  0342 
327191. 


On  TV  Next  Week 


CTV  Grampian              C4  Channel  4 

TV-am  Breakfast 

B  Border                     V  Ulster 

Television 

BSB  British  Sky            G  Granada 

STV  Scotland  (central) 

C  Central                     A  Anglia 

Y  Yorkshire 

CTV  Channel  Islands       TSW  South  West 

HTV  Wales  &  West 

LWT  London  Weekend    TTV  Thames  Television    TVS  South 

TT  Tyne  Tees 

Benylin  cough  treatments: 

All  areas 

Colgate  Great  Regular  flavour: 

All  areas 

Endekay  dental  gum: 

TV-am,  Sky 

Haliborange: 

All  areas  except  B 

Halls  Mentholyptus: 

B,  HTV 

Labello:            U,  G,  Y,  C,  TVS,  LWT,  STV,  G,  TT,  C4 

Le  Condom: 

STV,  G,  TT,  C4 

Mentadent  S: 

All  areas 

Milupa  Infant  Foods:      All  areas  except  LWT,  C4,  TV-am 

Mu-Cron:             All  areas  except  LWT,  TTV  &  TV-am 

Pure  &  Simple: 

All  areas 

Radian  B  mineral  bath: 

Y,C 

Rapeze: 

All  areas 

Sanatogen  children's  vitamins: 

All  except  GTV,  Y,  HTV 

Sanatogen  cod  liver  oil: 

G,  Y,  HTV 

Sanatogen  mulitvitamins: 

All  except  GTV,  Y,  HTV 

Sensodyne: 

All  areas  except  TV-am 

Seven  Seas  evening  primrose  oil:  TV-am 

Seven  Seas  cod  liver  oil: 

All  areas 

Silkience: 

All  areas 

Sinutah: 

All  areas 

Slim-Fast; 

All  areas 

Solpadeine: 

STV,  B,  G,  C,  HTV,  C4  &  TV-arr 

Ultra  Togs: 

TV-arr 

Wrigley's  Extra  &  Orbit: 

G,  A,  HTV,  TSW,  TVS  &  LW1 
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1.  Will  Maxolon  be  paid  for  on 
this  prescription,  even  though 
the  generic  has  been  ordered7 

2.  The  pharmacist  is  claiming 
broken  bulk.  Is  this  allowed7 


1 .  This  item  is  included  in  Drug 
Tariff  Part  VIII  Category  C.  Only 
the  Drug  Tariff  price  will  be 
paid.  In  this  example  the 
pharmacist  will  be  reimbursed 
£5.21  but  the  Maxolon  has  cost 
£8.53. 

2.  The  claim  for  broken  bulk  will 
not  be  allowed.  Broken  bulk 
claims  must  be  for  the  smallest 
pack  available,  see  Drug  Tariff 
Part  II  Clause  11B. 


Dispensing  a  brand  against  a  generic  script 
can  be  costly,  and  trying  to  claim  broken  bulk 
can  compound  the  error,  as  the  P5NC  explains 


imt.als  and  one  Ml  lo-ename 
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PHARMACY  RESEARCH  TRAINING 

GRANTS  ARE  AVAILABLE  TO 
ALL  PHARMACISTS.  APPLICATIONS 
CLOSE  ON  31ST  MAY  1992. 


INVESTING  IN 
PHARMACY 
PRACTICE  RESEARCH 





The  Pharmacy  Practice  Enterprise  Scheme 
provides  sponsorship  for  any  pharmacist,  resident 
in  England. 

The  scheme's  aim  is  to  train  pharmacists 
in  the  planning,  execution  and  dissemi- 
nation of  pharmacy  practice  research. 

Pharmacy  practice  research  is  any 
analytical  investigation  that  gives  a  greater 
understanding  of  the  ways  pharmaceutical 
services  are  currently  delivered,  or  illumi- 
nates possible  developments  in  service 
delivery.  Studies  that  investigate  the 
sociological  perspective  of  the  profes- 
sion of  pharmacy  are  also  encouraged. 

There  are  two  types  of  award: 
Practice  Research  Training  Awards 
will  provide  support  for  the  study 
of  experimental  techniques  and 
methodologies  applicable  to  the 
field  of  practice. 


Practice  Research  Studentships  enable 
pharmacists  to  study  for  higher  degrees  by 
research,  with  any  multi-disciplinary  group 
involved  in  health  services  based  exploration. 

To  qualify  for  the  awards,  candidates  must 
be  qualified  pharmacists,  resident  in  England,  with 
post  graduate  experience  in  any  sector  of  the 
profession  They  must  demonstrate  a  commitment 
to  the  development  of  pharmacy  practice  research, 
and  have  either  applied  for  a  course  which  includes 
investigative  methodology  or  for  a  full  time  MPhil 
or  PhD  with  an  eligible  research  group 

The  closing  date  for  applications  is  31st 
May  1992 

For  further  details  about  the  scheme,  and 
an  application  form,  write  to  Mr  C  Clarke, 
Department  of  Health,  Room  124,  Portland  Court, 
158-176  Great  Portland  Street,  London  W1N  5TB 
Applications  should  be  made  by  the  pharmacist 
who  intends  to  undertake  the  project  work. 


Pharmacy  Practice  Research  Enterprise  Scheme  1992. 
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Magic,  myth  and 
logic... 

Astonished  participants  at  a  recent 
pharmacy  management  seminar,  entitled 
"The  Future  of  Pharmacy  -  Live",  were 
introduced  in  the  most  lively  style  to  the 
latest  marketing  ploy  from  the 
psychologists,  gratification  management. 

One  lecturer  appeared  through  clouds  of 
dry  ice  and  to  deafening  music.  His  lecture 
was  interspersed  with  weird  noises,  by 
someone  dressed  up  as  a  bear  distributing 
acid  fruit  drops  and  sealed  envelopes,  and 
by  a  photographer  wandering  through  the 
audience.  When  everyone  was  allowed  to 
open  their  envelopes  at  the  end,  inside  was 
a  sparkler  and  a  match.  Lights  in  the  hall 
were  then  extinguished  and  sparklers  lit  to 
the  sound  of  pop  music. 

All  this  was  to  illustrate  the  need  for 
pharmacists  to  make  a  visit  to  their 
premises  a  more  pleasurable  and  exciting 
experience.  A  sale  consists,  according  to  the 
marketing  guru,  of  firstly  the  product, 
secondly  the  supplementaries  (wrapping  it 
up,  giving  advice  etc)  and  thirdly 
gratification  —  the  break  from  everyday 
routine,  the  physical  and  psychological 
relaxation  and  the  experience  itself. 

Gratification  management  involves 
awakening  all  five  senses  using  magic 
(rituals  and  actions),  myth  (symbols  and 
stories)  and  logic  (reason  and  information). 
So,  why  not  waft  evocative  scents  through 


the  shop  (apparently  in  Japan,  lemon 
extracts  are  added  to  the  air  conditioning  in 
the  morning  as  it  supposedly  wakes  people 
up,  whereas  a  flowery  bouquet  is  preferred 
in  the  late  afternoon  to  promote  calm 
concentration),  change  the  plain  buzzer  on 
the  door  to  a  joyous  peal  of  church  bells,  or 
present  customers  with  free  photographs 
of  themselves  in  the  shop  to  take  home. 

How  about  a  loop  slide  show  of  exotic 
places  next  to  the  travel  requisites,  or 
tasteful  erotic  photos  next  to  the  condoms, 
or  a  break-dancer  in  the  window  instead  of 
those  boring  displays  of  merchandise?  The 
final  piece  of  advice:  don't  forget  the 
heart-warming  effect  of  lighted  candles  in 
the  shop  window  and  in  the  dispensary! 


Changes  in  the 
old  East 

The  birth  rate  in  the  former  East  Germany 
has  dropped  dramatically  since 
reunification,  with  1 2  per  cent  fewer 
children  born  in  1990  than  in  1989. 

This  downward  trend  was  even  more 
apparent  in  the  first  five  months  of  1991 , 
when  the  reduction  in  the  East  was  an 
amazing  38  per  cent  compared  to  the  same 
period  in  1990.  On  the  other  hand,  the 
birth  rate  in  West  Germany  rose  by  7  per 
cent  from  1989  to  1990. 

Doctors  in  the  former  East  Germany  are 
continuing  to  prescribe  more  locally 
produced  drugs  than  those  manufactured 
in  the  West  and  have  not  changed  their 
prescribing  habits  to  any  great  extent.  The 
30  per  cent  of  imported  items  are  mostly 
antibiotics,  which  prior  to  the  fall  of  the  old 
communist  government  were  generally 
only  available  to  party  functionaries  due  to 
a  lack  of  hard  currency  to  pay  for  large  scale 
supplies. 

There  has  also  been  a  marked  increase  in 
demand  for  OTC  drugs  of  plant  origin, 
which  are  particularly  popular  in  the 
western  half  of  the  country.  This  has 
benefitted  the  drug  companies  in  Bavaria 
which  specialise  in  such  products. 
According  to  a  spokesman  for  these  firms, 
this  increase  in  turnover  is  largely  due  to 
the  "improved  advice  to  patients  in  the 
newly  privatised  pharmacies  in  the  East". 


AN  UNCERTAIN  WORLD 
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What  cost 
harmonisation 
for  drug  prices? 

According  to  the  latest  European  Community 
league  table  of  drug  prices,  the  Bonn 
Government's  measures  to  force  down  the 
cost  of  drugs  have  dropped  Germany  from 
third  in  1988  to  fifth,  behind  Denmark, 
Holland,  Ireland  and  the  UK,  in  January  1991 

Overall,  the  price  of  a  basket  of  some  125 
drugs  increased  in  nine  of  the  1 2  countries  — 
in  Denmark  by  a  huge  25  per  cent  —  with  only 
Germany,  France  and  Portugal  showing  a  fall. 
The  gap  between  the  highest  and  lowest 
prices  actually  widened  over  the  three  year 
period  and  the  number  of  countries  differing 
from  the  average  European  price  by  more 
than  20  per  cent  rose  from  three  to  six. 

Prices  in  the  UK  are  now  further  above  the 
European  average  than  they  were  three  years 
ago,  whereas  the  gap  between  German  prices 
and  the  average  has  narrowed  and  may  fall  to 
zero  by  1993. 

However,  the  pitfalls  in  drawing  conclusions 
from  comparisons  of  European  drug  prices 
were  recently  highlighted  by  a  economist 
working  for  the  German  pharmacists' 
organisation,  ABDA.  For  example,  while  state 
intervention  in  France  has  meant  that  prices 
are  almost  50  per  cent  lower  than  in  Germany 
or  the  UK,  drug  consumption  per  head  is 
roughly  double,  hence  total  expenditure  is 
about  the  same. 

In  Greece  and  Portugal,  both  drug  prices 
and  consumption  are  low,  but  the  range  of 
products  is  poor  with  few  innovative 
preparations  on  the  market.  State  control  of 
prices  may  be  eased  to  improve  the  supply 
situation.  Spain  and  the  UK  were  quoted  as 
examples  of  countries  where  an  about-turn  in 
political  attitudes  on  drug  pricing  had  stopped 
price  dumping  and  encouraged  innovation. 


Medical 
inventors  fair 

Doctors,  nurses  and  other  healthcare 
professionals  with  new  ideas  and  inventions 
for  improving  any  aspect  of  medicine  are 
invited  to  exhibit  at  the  4th  Medical  Inventors 
Fair  to  be  held  in  Germany  at  the  end  of  April 
1992. 

The  Fair  enables  inventors  to  demonstrate 
their  proposals  to  experts  from  interested  firms 
who  may  be  willing  to  form  partnerships  and 
turn  novel  ideas  into  commercial  reality.  The 
Fair  costs  the  inventors  nothing  their 
opportunity  to  display  their  inventions  in  the 
form  of  posters,  prototypes  or  models  is  free. 
An  added  incentive  is  the  three  cash  prizes 
(£1 ,000,  £700  and  £350)  on  offer  for  the  best 
ideas  of  direct  practical  relevance. 


After  Monopoly  - 


Qui 


Quiz  Pharm  —  a  board  game  devised  by  a 
German  pharmacist  and  sold  by  the  Deutscher 
Apotheker  Verlag,  whose  usual  lines  are  its 
more  prosaic  weekly  journal,  newspaper  and 
textbooks  -  was  introduced  just  in  time  to 
enliven(?)  the  dispensary  Christmas  party. 

Costing  nearly  £35,  Quiz  Pharm  is  the 
pharmaceutical  answer  to  Trivial  Pursuit, 
offering  some  3,000  questions  and  answers 
from  four  areas  from  pharmacology  and 
medicine  to  miscellaneous!  Players  can  opt  to 
answer  questions  in  each  of  these  areas  either 
in  "theory"  or  "practice"  categories  so 
making  the  board  game  suitable  (according  to 
the  promoters)  for  two  to  six  pharmacists, 
pre-registration  students  or  dispensing 
assistants. 

Players  are  faced  with  puzzlers  from  the 
theory  range  such  as  "What  structural 


property  of  morphine  is  responsible  for  its 
solubility  in  acids?",  while  those  opting  for  the 
more  practice-based  questions  have  to  answer 
"What  important  information  does  the  iodine 
value  provide  when  characterising  oils  and 
fats'" 

Questions  in  the  miscellaneous  section 
include  such  brain-teasers  as  "Why  was  the 
cola  drink  mixed  by  the  pharmacist  J. S. 
Pemberton  classed  as  POM  until  1 903?". 
Players  selecting  theory  in  this  section  have  to 
know  whether  the  oldest  pharmacy  in 
Germany  (founded  in  1 241)  was  in  Rostock, 
Trier  or  Augsburg!  The  winner  is  the  first  to 
answer  1 2  questions  correctly  and  arrive  on 
one  of  two  joker  places  on  the  board  where  he 
or  she  then  sits  the  final  examination. 

The  game  was  apparently  a  sell-out  when  it 
first  appeared  at  the  Annual  Pharmaceutical 
Conference  in  Berlin. 

Spring  cleaning 
on  the  house 

After  a  court  ruling,  one  of  the  country's 
leading  health  insurance  schemes  is  having  to 
foot  the  twice  yearly  bill  for  treating  the 
carpets,  upholstered  furniture,  bedding  and 
clothing  of  an  asthma  sufferer  allergic  to 
house  dust  mites,  with  an  acaricide. 

Lawyers  for  the  patient,  who  reported  his 
asthma  was  greatly  improved  by  this 
treatment,  produced  medical  evidence  that 
use  of  the  cleaning  agent  could  save  the 
insurers  £1 ,000  in  the  costs  of  the  medical 
therapy  otherwise  needed.  Insurer's  have 
previously  only  been  liable  for  systemic  or 
topical  treatments  used  in  a  patient  and,  as  a 
spokesman  wryly  asked,  did  this  mean  they 
would  have  to  pay  for  felling  a  birch  tree  if 
someone  was  allergic  to  birch  pollen. 

Elsewhere,  allergy  to  nickel  contained  in 
coins  amongst  other  things,  has  become  the 
commonest  contact  allergy  in  the  population, 
saysthe  Hamburg  Environmental  Institute. 


YOU  CAN  RELY  ON 


For  independent  pharmacists,  these  are  turbulent  times.  What's 
needed  is  business  stability.  Thaf s  what  Vantage  offers  you. 
Top  quality,  successful  own  label  products.  Striking  promotions 
and  national  advertising.  Fascias,  uniforms,  training  and 
merchandising  expertise.  In  fact  everything  you  need  to  help 
keep  your  business  as  profitable  as  possible.  For  the  independent 
pharmacist,  Vantage  reliability  and  quality  is  hard  to  beat. 


A  policy  for  counselling  in 
community  pharmacy 


Pharmacists  need  to 
re-appraise  the  way  they 
approach  patient  counselling, 
argues  Gerry  Diamond,  a 
teacher  practitioner  at  Robert 
Gordon's  Institute  of 
Technology,  Aberdeen 

Increasing  emphasis  for  remuneration  to  be 
based  on  payment  for  services,  rather  than  the 
number  of  dispensed  items,  has  prompted 
pharmacists  to  re-examine  their  role  in 
community  pharmacy.  Undoubtedly,  the  NHS 
remuneration  from  pharmaceutical  services  to 
residential  homes  and  PMRs  cannot  support  the 
basic  costs  incurred  by  the  pharmacist  in  running 
these  ventures 

The  profession  cannot  and  should  not  rely 
simply  on  the  government  to  offer  an  adequate 
recompense  for  these  services  Patient 
counselling  is  the  next  pharmaceutical  service  in 
line  for  consideration,  and  the  reimbursement 
will  inevitably  be  parsimonious 

In  discussing  reimbursement  for  patient 
counselling  by  the  NHS,  two  important  issues 
come  to  mind  which  act  as  barriers  to  effective 
counselling  and  the  development  of  a  fee-based 
consulting  service. 

Inadequate  time  isthe  main  barrierto 
effective  counselling,  and  chain  store 
pharmacists  say  that  time  is  a  greater  problem 
for  them  than  independent  pharmacists.  These 
are  the  findings  of  a  study  carried  out  by 
Wisconsin  University,  USA,  and  a  similar  Scottish 
study  by  Robert  Gordon's  School  of  Pharmacy  in 
Aberdeen. 

Legal  requirement 

In  Wisconsin  it  is  a  statutory  requirement  for 
pharmacists  to  counsel  their  patients,  but  past 
studies  done  in  the  state  show  that  there  is  a 
fairly  low  rate  of  interaction  between 
pharmacists  and  patients.  Both  surveys  were 
carried  out  to  determine  the  barriers  to  patient 
counselling  and  determine  differences  in 
practice  settings.  In  the  Wisconsin  study,  of  the 
160  responses  concerning  their  own  practice,  23 
per  cent  said  they  had  no  obstacles  to  oral 
consultation  with  their  patients,  broadly  in 
agreement  with  24  per  cent  of  Scots 
pharmacists. 

However  the  number  reporting  this  varied 
depending  on  practice  setting.  For  example,  two 
thirds  of  all  independent  Wisconsin  community 
pharmacists  said  they  had  no  barrier1:  to  patient 
counselling.  In  contrast  88  per  cent  of  Wisconsin 
large  chain  pharmacists  reported  barriers  In 
Scotland  the  results  echoed  the  findings  in  the 
USA.  only  48  percent  of  independent 
community  pharmacists  reported  barriers  to 
patient  counselling  compared  to  89  percent  of 
pharmacists  employed  in  multiple  pharmacies. 
Results  comparing  other  aspects  of  barriers 
which  impede  patient  counselling  by  community 
pharmacists  are  shown  in  the  first  table. 

Looking  at  the  Scottish  figures  in  terms  of 
the  pharmacists'  gender,  55  per  cent  of  males 
compared  to  75  per  cent  of  females  were 
interested  in  increasing  their  time  spent 
counselling  patients.  When  the  Scots 
pharmacists  were  asked  about  how  confident 
they  were  about  their  counselling  skills,  82  per 
cent  of  male  pharmacists  were  confident 
compared  to  67  per  cent  of  females.  This 
suggests  that  men  are  more  confident,  but 
whether  that  confidence  is  misplaced  is  certainly 
up  for  debate,  although  males  registered  in  the 
last  1 0  years  show  more  interest  in  patient 
counselling  than  older  colleagues. 

In  developing  a  policy  for  patient  counselling 
in  community  pharmacy,  these  surveys  suggest 
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the  gross  drug  cost  and  an  annual  banded 
dispensing  fee  dependent  on  total  number  of 
items  dispensed.  Savings  on  drug  utilisation 
costs  should  be  reinvested  as  in  developing  PMR, 
pharmaceutical  services  to  residential  homes 
and  consultative  services. 

This  will  all  hinge  on  convincing  consumers 
and  the  Government  of  the  role  pharmacists  can 
play  in  primary  health  care.  In  order  to  endear 
ourselves  to  the  Government  we  need  to 
embark  independently  as  a  profession  to  market 
these  services  to  the  consumer. 

Customer  support 

Firstly  we  require  the  support  of  our  customers: 
with  an  increasing  elderly  population  in  the  UK 
they  are  an  excellent  lobby  group,  particularly 
since  they  are  dependent  on  services.  Setting 
prices  on  professional  services  which  have  up 
until  now  been  provided  free  requires  additional 
marketing  skills.  A  consulting  programme  that 
meets  the  needs  of  your  customer  will  be  the 
only  effective  way  of  delivering  the  benefits  of  a 
pharmacist's  expertise. 

These  strategies  require  the  backing  of  both 
the  National  Pharmaceutical  Association  and  the 
Royal  Pharmaceutical  Society  to  set  an  agenda 


Table  1:  Comparisons  of  obstacles  which  impede  patient 
counselling  in  community  pharmacies  in  Wisconsin  and  Scotland 

Barriers  to  Patient  Counselling  Wisconsin  Scotland 


Pharmacist  disinterest 

23% 

3% 

Patient  disinterest 

18% 

20% 

Inadequate  remuneration 

12% 

26% 

Too  many  non-dispensing  duties 

10% 

40% 

Initiating  a  community 
pharmacy  consulting 
programme 

1 .  Firstly,  develop  a  consulting  programme 
that  is  either  individualised  to  patients  or 
"theme"  consulting  services  of 
individuals  with  specific  medical 
problems  (e.g.  diabetes,  arthritis). 

2.  Consider  linking  counselling  to  special 
services,  such  as  blood  pressure 
monitoring  and  cholesterol  testing. 

3.  Consider  offering  group  counselling  by 
medical  problem 

4.  Establish  times  for  meeting  with  patients 
usuallyfor  10to  15  minutes. 

5.  Have  handouts  available  atthe 
pharmacy  counter  that  explain  what  the 
consulting  program  does  and  why  it  is 
beneficial  to  patients. 

that  several  issues  must  be  addressed.  All 
medication  should  be  transferred  to  the  patient 
by  the  pharmacist,  there  is  a  need  for  a 
confidential  patient  counselling  area,  and 
delegation  of  dispensing  duties  and  paperwork 
to  support  staff.  A  continuing  education 
programme  to  back  up  the  advice  a  pharmacist 
gives  is  required. 

A  fee-based  service 

The  current  NHS  remuneration  for  NHS 
pharmaceutical  services  is  undoubtedly 
inadequate.  If  fee-based  core  pharmaceutical 
services  are  to  succeed  they  must  meet  the 
needs  of  the  patient,  which  means  market 
research  and  marketing  ourselves. 

If  new  fee-based  core  services  are  to  offset 
the  low  margins  on  NHS  dispensing  activities 
and  Nuffield  is  to  succeed,  community  pharmacy 
reimbursement  should  consist  of  payment  for 


forajoint  national  "marketing  campaign" 
which  should  overshadow  previous  attempts, 
such  as  the  "Ask  you  pharmacist"  campaign. 
Hopefully  we  can  then  succeed  in  convincing  the 
consumer  of  the  contribution  community 
pharmacists  make  to  primary  health  care 

Public  pressure  would  instigate  Government 
funding  on  several  fronts:  to  invest  in  new 
computer  and  dispensing  technologies,  to  help 
the  pharmacist  perform  his  counselling  role,  and 
to  furnish  designated  consultation  areas.  If 
pharmacists  offer  patient  orientated  services, 
consumers  will  learn  to  appreciate  them.  Future 
generations  would  be  educated  to  realise  that 
you  don't  measure  how  good  a  pharmacist  is  by 
how  quickly  you  get  a  paper  bag  in  your  hand! 


Building  an  appreciation  for 
the  value  of  pharmaceutical 
services 

1.  Highlight  services  rather  than 
responding  to  questions. 

2.  Focus  on  providing  information  that  the 
patient  would  not  expect  to  be  available 
in  community  pharmacies. 

3.  Highlight  the  importance  of  the 
pharmacist's  role  in  overall  healthcare. 

4  Have  a  dedicated  patient  consultation 
area. 

5.  Isolate  key  information  needs  by  type  of 
prescription  product  and  be  sure  to 
convey  that  information  periodically. 

6.  Isolate  key  information  needs  by  type  of 
non-prescription  product  and  be  sure  to 
convey  that  information  to  patients. 

7.  Train  staff  to  look  for  opportunities  to 
suggest  that  patients  talk  to  the 
pharmacist  and  vice  versa. 

8.  Involvement  in  speaking  to  local 
organisations,  e.g  women'sguild. 
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You  are  a  young  single 
mother  working  in  a 
factory  and  life's  a  bitch. 
Your  son  is  sniffing  glue, 
the  baby  is  sick  and  you 
are  behind  with  the  rent. 

The  company  you  work 
for  offers  a  variety  of 
counselling  options  for 
employees  with 
problems  —  occupational 
health  teams,  personnel 
officers,  and  even  your 
department  manager  — 
but  the  last  thing  you 
need  is  the  extra  worry 
your  job  might  be  on  the 
line,  so  you  keep  quiet, 
manage  as  best  you  can, 
and  your  work  and  home 
life  suffers. 

But  now,  if  you  are 
employed  at  Elida  Gibbs 
new  plant  in  Leeds,  you 
have  another  option  — 
talking  to  an 
independent  trained 
counsellor  at  no  cost  to 
you,  who  will  listen  to 
your  problems  and 
also  guarantee 
confidentiality.  And  the 
service  is  only  a  (free) 
phone  call  away. 

Elida  Gibbs  have  taken 
on  the  independent 
counselling  service  Focus 
to  provide  a  lifeline  for 
employees  and  their 
families  who  are 
struggling  to  cope  with 
life's  problems,  from 
alcoholism  to  marital 
difficulties  to  family 
illness.  It  is  known  as  the 
employee  assistance 
programme  (EAP).  It  is  a 
service  which  is 
widespread  in  the  USA 
and  is  also  making 
increasing  headway  on 
this  side  of  the  Atlantic. 

"We  have  developed 
the  idea  as  part  of  our 
quality  management 
philosophy,"  says  Elida's 
personnel  director  Jon 
Riches.  "All  Elida  Gibbs 
personnel  managers  are 
trained  in  counselling, 
but  they  have  a  'power 
position'  in  relation  to 
employees.  Focus  is 
wholly  independent." 

Focus,  who  are  now 
providing  counselling  services  for  four  UK 
companies,  have  over  20  counsellors 
backed  up  by  a  national  network  of 
specialists.  "All  the  counsellors  are  British 
Association  of  Counsellors  accredited,"  says 
Focus  director  Graham  Price,  "and  some  are 
/?e/aretrained." 


Airing  life's 
little  problems 


The  scheme  has  been  operating  at  Elida 
Gibbs'  new  Leeds  plant  since  October  and 
the  early  signs  that  it  is  popular.  "Alcohol 
has  been  the  only  problem  not  to  come  up 
so  far,"  says  Mr  Pitts,  but  marital,  domestic, 
financial  and  work-related  problems  have 
all  raised  their  head.  He  estimates  6  per 


cent  of  the  plant's  700 
strong  workforce  will  have 
used  the  service  during  its 
first  year  of  operation, 
extrapolating  the  figures 
to  date. 

For  Elida  Gibbs, 
however,  the  exercise  is 
not  wholly  altruistic:  "The 
company  is  not  a  welfare 
society.  We  want  people 
to  contribute  to  the  limit 
of  their  skills,"  says  Mr 
Riches.  The  higher  than 
average  rate  of  blue-collar 
absenteeism  among  the 
largely  female  workforce 
has  been  a  factor  in 
spending  £30,000  on  the 
EAP  service. 

"There  is  quite  often  a 
hidden  agenda  in  these 
decisions,"  admits  Mr 
Riches.  "Because  we 
employ  so  many  women 
we  have  a  real  absentee 
problem.  There  are  a 
number  of  working  mums 
who  have  to  get  up  in  the 
morning  and  decide  which 
is  the  priority:  little 
Johnnie's  illness  or  going 
to  work." 

The  absentee  rate  in  the 
factory  is  8  per  cent 
among  the  shop  floor  staff 
against  a  national  average 
of  5  per  cent,  he  says. 
"Quality  management  is 
all  about  empowering 
individuals,  getting 
commitment  and  loyalty," 
he  continues,  and  admits 
that  many  of  the  new 
management  practices 
being  introduced  by  Elida 
Gibbs  have  been 
influenced  by  Japanese 
ideas.  While  it  is  too  soon 
to  know  how  the  EAP 
scheme  is  affecting 
absenteeism,  "if  we  get 
absenteeism  down  to  5 
per  cent  the  scheme  will 
have  paid  for  itself  five 
times  over". 

The  EAP  scheme  is  also 
open  to  white  collar 
workers  at  the  Leeds 
plant,  who  have  below 
average  absenteeism,  says 
Mr  Riches.  The  plant  is  95 
per  cent  unionised 
through  USDAW,  who 
"saw  it  as  a 
forward-looking  benefit  and  endorsed  it," 
he  says.  "Elida  Gibbs  is  the  first  Unilever 
company  to  adopt  EAP,  but  I  sit  in  a  regular 
forum  with  other  Unilever  executives  and 
the  scheme  is  being  watched  with  great 
interest."  Could  it  find  a  place  in  retailing 
as  well7 


ANNOUNCEMENT 


EASTERN  PHARMACEUTICALS  LTD 

NEW  LICENCE  NUMBERS 


AMORAM 

AMORAM 

AMORAM 

AMORAM 

VOLRAMAN 

VOLRAMAN 


1 25 mg  Suspension 
250mg  Suspension 
250mg  Capsules 
500mg  Capsules 
25 mg  Tablet 
50mg  Tablet 


PL/ 1 1382/0003 
PL/ 1 1382/0004 
PL/ 1 1382/0001 
PL/I  1382/0002 
PL/ 1 1382/0007 
PL/ 1 1382/0008 


EASTERN  PHARMACEUTICALS  LTD 

Coomb  House,  St  John's  Road, 
Isleworth,  Middlesex  TW7  6NA. 
Tel:  08 1  -569  8 1 74.  Fax:  08 1  -569  8 1 75 
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ADVERTISEMENT  FEATURE 

Peaudouce  take  steps  to 
stabilise  nappy  market 


Much  interest  surrounds  the  UK 
launch  of  Peaudouce's  new  Step 
By  Step  disposable  nappies, 
which  have  already  proved  a 
tremendous  success  in  France 
with  mums  and  retailers  alike. 
Introduced  there  in  May  '91 ,  the 
brand's  rate  of  sale  has  almost 
doubled,  in  comparison  to 
January  '91 ,  and  the  company 
now  holds  a  share  of  more  than 
20  per  cent  of  the  French  market 
(source:  Nielsen  Marketing 
Research,  Hypermarkets, 
France). 


This  newest  of  new  generation 
nappies  from  Peaudouce 
underlines  the  still-untapped 
potential  which  will  fuel  future 


1991  will  probably  be  most  widely 
remembered,  in  disposable  nappy  terms,  as  a 
period  when  price-cutting  dominated. 
Although  the  total  market  rose  to  around  £400 
million  by  the  year  end,  store  loyalties  had 
become  less  steady.  More  and  more  mums 
turned  to  bargain  hunting  with  every  shop- 
ping trip,  and  chemists  often  lost  out  to  the 
grocery  giants  as  a  result.  However,  if 
Peaudouce's  latest  strategy  is  anything  to  go 
by,  chemists'  prospects  for  more  profitable 
trading  in  the  year  ahead  are  looking  con- 
siderably brighter. 


market  growth  in  the  UK.  As 
disposables  continue  to  evolve 
with  highly  relevant  and 
genuine  benefits,  so  can  the 
market  rise  both  in  value  and 
volume,  say  the  company. 

Step  by  Step  is  the  latest 
progression  in  Peaudouce's 
ongoing  programme  of  research 
and  development  to  produce 
the  ultimate  nappy.  It 
incorporates  major  product 
improvements  designed  to 
significantly  increase 
absorbency  and  minimise  leaks. 
New  anti-leak  leg  cuffs  contain 
and  direct  all  kinds  of  leaks  into 
the  heart  of  the  nappy,  while 
the  special  waistshield  guards 
against  leaks  around  a  baby's 
tummy.  As  a  result,  Peaudouce 
are  now  even  closer  to  reaching 


that  ultimate  nappy  goal. 

The  key  design 
considerations  which  are 
described  by  the  company  as  the 
"three  E's"  —  Economy, 
Ergonomy,  and  Ecology  —  are 
seen  as  the  way  forward.  As  Phil 
Jarrold,  managing  director  of 
Peaudouce  UK  comments: 
"Mums  now  expect  their 
disposables  to  be 
environmentally  sound  as  the 
norm.  Their  real  priority  is  the 
reassurance  of  superior 
performance,  knowing  each 
baby  has  differing 
requirements.  This  is  why  we 
have  focused  our  R&D  resources 
on  improving  the  "customised" 
nature  of  our  nappies,  in  order 
to  outperform  their 
expectations." 


With  Peaudouce's  innovative 
anti-leak  leg  cuffs,  the  new  Step 
by  Step  range  offers  double 
protection  from  all  kinds  of 
leaks  that  are  associated  with 
the  specific  stages  of  growth 
and  development.  They  channel 
wetness  into  the  core  of  the 
nappy  where  it  is  absorbed  and 
are  particularly  effective  at 
retaining  messy  stools. 

These  anti-leak  leg  cuffs  are 
a  feature  of  Baby,  Action  and 
Junior  variants.  They  have  been 
designed  to  cope  with 
everything  —  from  the  messy 
stools  that  result  from  the 
mainly  liquid  diet  in  infancy,  to 
the  runny  ones  which  often 
come  with  later  teething.  The 
cuffs  also  play  an  important  role 
once  baby  starts  to  crawl  and 
walk,  giving  freedom  of 
movement  and  protection  from 
urine  and  stools  leakage  at  the 
same  time. 

Baby  comes  in  two  sizes: 
6-13lbsand  11-17lbs,  and  the 
first  size  also  has  a  new  extra- 
soft  liner  to  protect  delicate 
skin.  The  next  size  up  is  Action 
(1 5-33 lbs)  for  when  a  baty 
becomes  more  mobile,  where 
the  Peaudouce  superfit 
waistband,  with  its  wide 
adhesive  tapes,  gives  mum  the 
extra  reassurance  of  a  more 
secure  fit.  The  range  is 
completed  with  two  Junior  sizes 
(18-37lbs  and  26lbs  upwards) 
designed  to  cope  with  the 
heavier  but  less  frequent 
wettings  associated  with 
toddlers. 

Each  of  these  stages  of 
Peaudouce  Step  By  Step  have  a 
boy/girl  option  and  offer  mum  a 
quality  nappy  that  fits  her  baby 
at  every  stage  of  development. 

The  unisex  Newborn  nappy  is 
radically  different  to  the  rest  of 
the  range.  The  absorbent  core  is 
cut  away  at  the  navel  to  avoid 
chafing  a  baby's  tender 
umbilical  cord,  while  a  soft 
inner  liner  gives  greater  comfort 
and  protection  to  delicate  skin. 
Packed  in  a  week's  supply,  it  is 
ideal  for  mums-to-be  to  take 
with  them  to  hospital. 

Peaudouce's  new  range 
works  well  in  practice  and  scores 
highly  with  today's  discerning 
mums.  In  consumer  placement 
tests  with  a  panel  selected  to 
reflect  market  share,  Step  By 
Step  performed  exceptionally 
well. 


As  every  retailer  knows,  pack 
size  is  also  important  —  both  in 
achieving  profitable  shelf  space 
for  disposables,  and  offering 
customers  a  product  that  is  easy 
to  transport  and  then  store  at 
home.  Which  is  why  Peaudouce 
have  also  employed  their 
technical  expertise  to  make  Step 
By  Step  nappies  more  compact. 
Although  there  are  now  1 1 
variants  in  this  new  range,  the 
full  line  up  saves  a  valuable  1 1 
per  cent  of  shelf  space  over 
Ultra-T. 


Chemists  have  maintained  a 
valuable  25%  of  all  sales 
(Nielsen  food/pharmacy 
combined:  Sept/Oct  91)  but,  the 
company  say,  need  to  look 
elsewhere  than  price  to  keep 
custom  at  optimum  levels.  Withy 
this  in  mind,  the  new 
Peaudouce  range  will  give  the 
chemist  an  opportunity  to  buy 
and  sell  a  quality  brand 
profitably. 

With  the  launch  of  Step  by 
Step,  they  will  be  offering  a 
variety  of  tailormade  activities 
to  enhance  the  retail 
environment  and  help  to  woo 


the  custom  of  young  mums. 
These  plans  include  a  direct  £10 
Cash  Back  Offer  for  pharmacists 
with  their  next  Step  By  Step 
order.  Peaudouce  will  also  be 
offering  their  range  of 
consumer  advice  leaflets  to  the 
chemist  sector,  to  help  build 
their  customer  relationship 
Further  offers  designed  to 
increase  sales  through  chemists 
will  follow,  say  the  company. 


Peaudouce's  confidence  and 
commitment  to  their  new  nappy 
range  is  amply  demonstrated  by 
the  decision  to  back  the  launch 
of  Step  By  Step  with  a 
promotional  spend  in  excess  of 
£5  million.  The  programme  will 
include  TV  and  press  advertising 
throughout  the  year, 
sponsorship  and  sampling 
targeted  to  reach  62  per  cent  of 
ail  new  mums,  in-store  tailor- 
made  promotions  and 
couponing  opportunities, 
further  boosted  by  a  national  PR 
campaign. 

Activity  will  commence  with 
a  major  national  trial  campaign, 
advertised  in  the  women's  press 
and  designed  to  reach  70  per 
cent  of  the  market,  giving  mums 
the  chance  to  try  Peaudouce 
Step  By  Step  for  free  and 
experience  the  superior 


performance  offered  by  the 
new  anti-leak  leg  cuffs. 

Peaudouce  anticipate  that 
Step  By  Step  will  deliver  the  vital 
kick-start  the  market  needs  and 
predict  further  growth  to  realise 
sales  in  the  region  of  £425 
million  in  1 992. 


Meanwhile,  research  and 
development  continues  on  an 
ongoing  basis  for  Peaudouce, 
thanks  to  Swedish  parent 
Molnlycke's  specialist  interest  in 
advanced  paper  products.  Little 
known  perhops  in  the  UK,  but  at 
the  forefront  of  European 
trading,  their  portfolio  makes 
them  market  leaders  in  both 
external  feminine  protection 
and  adult  incontinence  as  well 
as  a  strong  number  two  in 
disposable  nappies. 

Molnlycke's  two  European 
research  centres  are  now 
concentrating  on  four  major 
areas:  product  innovation, 
product  improvement, 
development  of  new  materials 
and  heeding  environmental 
issues.  This,  it  then  seems,  is 
only  the  beginning  of  the  '90s 
rise  in  "disposables"  income  we 
can  look  forward  to  from 
Peaudouce. 


quipped  for  the  job 


The  National  Pharmacuetical  Association 
has  an  entire  department  whose  aim  is  to 
provide  the  pharmacist  with  all  the 
equipment  needed  to  run  a  modern 
pharmacy.  The  department  has  been  in 
existence  for  more  than  20  years  and  now 
handles  over  £5  million  of  business  each 
year,  giving  members  in  excess  of  £600,000 
in  discounts.  Its  success  allows  the  NPA  to 
keep  subscription  charges  lower  than  they 
would  otherwise  be. 

"Our  aim  is  to  provide  the  best  and 
widest  range  of  business  and  dispensary 
equipment  at  the  lowest  prices  possible," 
says  John  Goulding,  business  services 
manager.  "Unfortunately,  many 
pharmacists  are  still  not  fully  aware  of  the 
products  and  services  we  provide.  " 

The  NPA  provides  an  enormous  range  of 
products,  from  balances  to  bottle  driers, 
from  cash  registers  to  closed  circuit 
television;  over  400  products  are  listed  in 
the  NPA  business  services  catalogue. 

All  products  supplied  by  the  NPA  are 
inspected  and  pre-tested  before  they  are 
made  available  to  members  by  the  board  of 
management,  which  comprises  21 
practising  pharmacists,  . 

"Our  members  can  buy  with  confidence 
from  us.  If  there  are  any  problems  with  any 
NPA  recommended  product,  we  will  take 
appropriate  action  on  behalf  of  the 
member  concerned.  All  they  need  to  do  is 
make  a  telephone  call  to  us  and  we  will  do 
the  rest,"  says  Mr  Goulding. 

Among  the  products  which  the  NPA 
supplies  there  are  some  which  are  very 
popular.  The  top  five  are:- 

1 .  Pricing  guns  and  labels 

2.  Computer  systems 

3.  Labels  and  paper  bags 

4.  Tablet  counters 

5.  Fax  machines 

Geller  Business  Machines  are  the  NPA's 
recommended  cash  register  suppliers, 
producing  a  range  of  machines  from 
simple,  basic  registers  to  high-tech 
computer-linked  systems.  The  company 
offers  a  customising  facility  to  meet 
individual  needs,  usually  at  no  extra  cost. 
The  Pharmtron  2000  register  which,  say 
Geller,  "has  gained  a  unique  reputation  as 
the  register  for  the  medium-sized 
pharmacy"  costs  £645  (list). 

The  NPA  can  also  assist  pharmacists  in  the 
efficient  running  of  their  businesses  by 
supplying  accountancy  software  packages. 

One  such  package  is  a  Sage  Group 
product  known  as  "Sterling  accountant" 
(£299  list).  "Sage  products  have  long  been 
at  the  top  of  our  list  of  NPA  recommended 
accounting  and  payroll  software  producers. 
Our  confidence  in  the  company  has  been 
amply  justified  by  our  members 
experiences,"  says  Mr  Goulding. 

Improving  service 

Fast,  accurate  and  efficient  service  is  crucial 
to  the  success  of  any  pharmacy  business, 
particularly  in  the  dispensary. 

Pharmacists  with  a  high  volume 
prescription  business  can  benefit  from  the 
twin  advantages  of  an  electronic  tablet 
counter:  a  shorter  waiting  time  for  their 
customers  and  a  reduction  in  labour  and 
stress  for  themselves.  The  NPA  provides  a  a 
choice  of  machines  starting  at  £630  (trade). 
Kirby  Lester  have  introduced  a  completely 
automatic  tablet  counter,  capable  of 
counting  up  to  850  tablets  per  minute.  The 
KL50  machine  incorporates  automatic 
optimisation  of  tablet  feed  and  employs 
highly  accurate  tablet  counting  technology, 
say  distributors,  Doyen  Medipharm. 

Busy  dispensaries  may  also  gain  from  the 
introduction  of  prescription  baskets.  These 


The  range  of  equipment 
used  by  today's  pharmacists 

in  their  everyday  work  is 
constantly  increasing.  From 
the  humble  spatula  to  the 
latest  tablet  counter,  each 
item  plays  an  important  part 

in  ensuring  the  smooth 
running  of  the  business.  In 
the  competitive  world  of 
community  practice,  having 
the  right  tools  for  the  job  is 
critical,  allowing  savings  to 
be  made  in  both  time  and 
money. 

help  to  avoid  dispensing  errors  as  the 
prescription,  dispensed  medication  and 
stock  container  remain  in  the  basket  until 
checked  off  by  the  pharmacist. 

A  prescription  receipting  system  can  help 
reduce  congestion  caused  by  patients 
waiting  for  prescriptions  near  the 
dispensary  area,  and  ensure  that  the 
dispensed  prescription  is  given  out  to  the 
correct  patient.  The  Lonsto  system  is  used  in 
many  supermarkets  and  allows  customers 
to  "queue"  without  actually  standing  in 
line;  once  customers  have  taken  a  ticket 
from  an  automatic  dispenser,  they  are  free 
to  browse  around  the  shop  until  their 
number  is  displayed.  This  may  lead  to  an 
increase  in  the  number  of  impulse 
purchases. 

In  the  office,  greater  efficiency  can  often 
be  achieved  by  installing  a  fax  machine. 
Prices  have  fallen  considerably  since  they 
were  first  introduced  and  a  basic  machine 
can  now  be  bought  for  under  £300.  The 
advantages  are  considerable.  Pharmacists 
can  send  and  receive  any  amount  of 


information,  whether  technically  complex 
or  plain  and  simple,  almost  instantly  and  at 
any  time  of  the  day  or  night.  The  inevitable 
invoice  and  credit  note  queries  can  be 
rapidly  dealt  with  without  the  need  to 
spend  long  periods  of  time  on  the 
telephone. 

Local  surgeries  can  even  fax  emergency 
prescriptions  through  to  the  pharmacy. 
Pharmacists  will  need  to  consider 
compatibility  with  other  machines  as  some 
of  the  older  machines  are  unable  to 
communicate  with  the  newer  models. 
Transmission  time  is  also  an  important 
feature;  sending  times  can  vary  from  ten  to 
30  seconds  for  one  sheet  of  A4.  Some 
machines  may  not  require  a  separate 
telephone  line  as  they  have  a  device  called 
a  "fax  splitter".  This  intercepts  the 
incoming  call  and  routes  it  to  the  machine, 
if  it  is  a  fax,  or  to  the  telephone  if  it  is  a 
voice  call. 

Going  green 

With  continuing  public  interest  in 
environmental  issues,  pharmacists  may 
need  to  seriously  consider  "going  green". 

In  most  pharmacies,  each  product  offered 
for  sale  is  individually  priced  and  supplied 
in  a  paper  bag  when  sold.  This  adds  up  to 
an  enormous  quantity  of  labels  and  bags 
being  used  each  year.  Esselte  Meto, 
producers  of  pricing  guns,  now  supply 
pricing  labels  using  100  per  cent  recycled 
paper.  However,  these  labels  can  cost  up  to 
1 5  per  cent  more  than  standard  labels. 
Briggs  &  Bamforth  claim  to  produce 
competitively  priced  counter  and 
prescription  bags  from  recycled  paper. 

NOR  Systems  also  supply  pricing  guns  and 
labels.  They  offer  a  choice  of  over  1 00 
machines  and  60  different  label  shapes  in 
14  different  colours.  The  company  can  also 
supply  pre  printed  labels  featuring  the 
customer's  own  design.  In  addition,  a  wide 
range  of  carrier  bags  of  all  shapes  and  sizes 
and  made  from  recycled  or  biodegradable 
materials  are  available  from  NOR. 

The  safe  disposal  of  unwanted  medicines, 
including  out  of  date  or  returned 
medicines,  can  be  a  problem  for  many 
pharmacists.  A  "green"  solution  to  this 


322 


problem  is  currently  being  piloted  by  DOOP 
(disposal  of  old  pharmaceuticals)  Services  of 
Dorset.  The  process  involves  the  supply  of  a 
special  container  to  each  pharmacy  into 
which  are  placed  all  waste  tablets,  capsules, 
ampoules  and  so  forth.  A  litre  of  water  is 
then  added  to  denature  the  contents, 
rendering  them  useless.  The  container  is 
then  collected  by  the  usual  wholesaler  and 
taken  to  a  local  hospital  incinerator  where 
it  is  destroyed  safely. 
"The  aim  is  to  have  a  national  scheme 
running  fairly  soon,"  says  DOOP  Services 
director  Mike  Reynolds.  "The  cost  to  the 
pharmacy  will  be  around  1 5  pence  per 
day." 

Diagnostic  services 

With  the  general  public  becoming 
increasingly  health  conscious,  pharmacists 
are  ideally  placed  to  offer  special  services 
such  as  cholesterol  testing. 

Mike  King  of  the  Pharmaceutical  Services 
Negotiating  Committee  recently  embarked 
on  a  "cholesterol  roadshow"  which  aimed 
to  increase  awareness  of  the  link  between 
cholesterol  and  coronary  heart  disease.  He 
conducted  tests  in  many  radio  stations  and 
on  television,  using  the  Lipotrend  C  system. 

"The  idea,"  he  says,  "  was  to  promote 
the  role  of  the  pharmacist  as  a  healthcare 
professional  who  could  provide  this  service 
in  conjunction  with  expert  advice  on 
matters  relating  to  nutrition  and  health." 

This  idea  has  certainly  worked  for 
Hastings'  pharmacist  Graham  Delves  who 
introduced  the  service  in  1990.  "Not  only 
has  the  'Heart  Check'  service  I  offer  here 
helped  to  improve  my  professional 
standing  in  the  community,  but  the 
machine  I  bought  paid  for  itself  in  less  than 
six  months.  I  intend  to  write  to  those 
customers  who  had  a  test  done  over  a  year 
ago  and  remind  them  of  the  service, "says 
Mr  Delves.  The  approach  is  similar  to  that 
used  by  opticians  with  regard  to  eye  tests, 
and  one  which  clearly  reflects  a  move 
towards  actualisation  of  the  "extended 
role",  as  suggested  by  the  Nuffield  Report. 

The  Lipotrend  C  system  is  made  by 
Boehringer  Mannheim  and  produces  results 
in  under  three  minutes.  It  is  said  to  give 
accurate  measurement  of  cholesterol  levels 
between  2.6  and  1 3.0  mmol/l  and  uses  a  dry 
chemistry  system,  thereby  avoiding  the 
need  to  handle  liquid  reagents  in  both 
preparation  of  tests  and  disposal  of  waste. 


The  system  costs  £499  and  includes  enough 
consumables  for  30  tests.  Further  supplies 
of  test  strips  and  consumables  are  available 
direct  from  the  company  and  will  shortly  be 
available  through  wholesalers. 

Pharmacists  may  need  to  promote 
actively  both  the  new  and  existing  services 
they  offer  to  the  public.  One  way  of  doing 
this  is  to  mount  a  leaflet  campaign;  this  can 
be  an  effective  strategy  and  has  the 
advantage  of  being  relatively  inexpensive. 
Printing  costs  do  vary,  but  for  around  £35 
pharmacists  can  have  500  A5  size  leaflets 
printed  complete  with  the  pharmacy  name, 
logo,  and  advertising  message.  This  type  of 
promotional  activity  may  be  particularly 
suitable  when  promoting  aftershaves, 
perfumes  and  gift-sets  at  Christmas,  as  well 
as  films  and  D&P  services  in  the  Spring  and 
Summer  months. 

A  bright,  eye-catching  neon  sign  in  the 
window,  or  within  the  shop,  may  also  be  a 
worthwhile  investment.  Such  signs  can  be 
ordered  from  the  NPA  in  a  choice  of  colours 
and  wordings,  as  can  fluorescent  signs. 

Point  of  sale 

An  extensive  range  of  point  of  sale  material 
is  available  to  the  pharmacist  from  the  POS 
Centre  (London),  including  shelf  message 
holders  in  various  sizes  and  shapes  which 
can  be  produced  to  order;  moveable  shelf 
dividers  which  simply  slot  into  the  rear  of 
the  front  shelf  edge  extrusion  and  neatly 
separate  stock;  leaflet  dispensers  in  varying 
sizes;  and  wire  stacking  baskets  and  bins  for 
the  "sale"  items. 

For  those  pharmacists  who  want  to  add  a 
little  sparkle  to  their  business,  Lansa  UK 
supply  a  range  of  jewellery  display  items, 
including  ring  displays,  watchstands  and 
busts.  The  company  also  supplies  pricing 
systems  which  are  designed  to  co-ordinate 
with  the  display  systems.  Both  are  available 
in  a  variety  of  colours. 

CD  security 

Portasor  have  launched  a  secure  drugs 
cabinet  manufactured  from  3mm  welded 
steelplate.  The  new  cabinet  has  a  fully 
recessed  door  incoporating  a  locking 
system  with  armoured  key  cylinder; 
registered  access  keys  which  are 
copy-protected  to  prevent  unauthorised 
spares  being  cut,  and  a  separate  steel  back 
plate  which  allows  the  cabinet  to  be 
rag-bolted  to  a  wall  or  floor. 


COMPUTING 

UPDATE  3 


Computer  hardware  to 
maintain 
Causes  pharmacists  financial 
strain 
But  it's  easy  to  solve 
Your  worries  dissolve 
Trust  PILLS  to  get  rid  of  the 
pain. 

PILLS  customers  rarely  have 
problems  with  OKI  printers 

which  are  renowned  for 
quality,  speed  and  reliability. 
This  ensures  maintenance 
costs  are  low  &  if  they  ever 
do  cause  a  problem  our  OKI 
trained  engineers  can  soon 
deal  with  it. 

OKI 

a  great  partnership 


COMPUTING  LTD 

Sandy  Lane, 
Stourport-on-Scvern 
Worcestershire  DY13  9QB 
Telephone:  0299  827826 
Fax:  0299  827393 
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Locum  pharmacists: 

self-employed  or  employees? 


Although  there  are  only  about 
1 ,500  locum  pharmacists 
working  in  Great  Britain, 
imposition  of  Schedule  E 
taxation  may  have  an  adverse 
effect  on  locums  and  retail 
pharmacies  alike,  something 
they  can  ill  afford  in  such 
difficult  times.  For  locums  a 
change  to  employee  status  will 
bring  them  within  the  PAYE  net. 
At  the  same  time  retail 
pharmacies  will  be  faced  with  an 
additional  administrative 
burden  as  well  asthe  possibility 
thatthe  number  of  available 
locums  will  decline. 

It  isoften  difficultto  know 
for  certain  whether  a  person  is 
an  employee  or  self-employed. 
Although  the  Revenue  and  the 
Department  of  Social  Security 
produce  guidelines,  responses  in 
individual  cases  are  often 
unhelpful  and  confusing.  This 
situation  should  improve  as  now 
each  tax  district  and  social 
security  office  has  one  particular 
official  responsible  for  all 
inquiries  and  decisions  about 
employment  status;  anyone  in 
work  can  get  a  written  decision 
on  their  employment  status 
from  the  Revenue  or  DSS. 

Definitions 

Section  153(1),  Employment 
Protection  (Consolidation)  Act 
1978  provides  that  an  employee 
is  "...  an  individual  who  has 
entered  into  or  works  under...  a 
contract  of  employment".  A 
"contract  of  employment"  is 
defined  asa  "contract of 
service"  (as  opposed  to  a 
contract  for  services).  These 
definitions  are  not  particularly 
helpful;  there  have  been 
numerous  cases  on  the  issue  of 
whether  or  not  a  specific  person 
is  an  employee. 

In  deciding  whether  an 
individual  is  an  employee  it  is 
necessary  to  distinguish 
between  a  contract  of  service 
between  employer  and 
employee  on  the  onehandanda 
contract  for  services  involving  a 
self-employed  person  on  the 
other.  The  courts  have 
attempted  to  lay  down 
guidelines  in  distinguishing 
between  the  two,  for  example, 
by  looking  at  the  degree  of 
control  that  is  exercised  over  an 
employee  working  under  a 
contract  of  service.  But  no  single 
test  is  really  capable  of  dealing 
with  every  situation.  The  courts 
tend  to  look  at  each  case  on  its 
merits  and  to  examine  all 
surrounding  circumstances  that 
might  be  inconclusive  on  their 
own  but  when  taken  together 
provide  useful  guidance. 
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Most  if  not  all  retail  pharmacies  treat  their  locums 
as  self-employed  rather  than  as  employees. 
However,  recently  the  Revenue  has  begun  to  treat 
locum  pharmacists  who  work  for  Boots  as 
employees  and  therefore  liable  to  income  tax 
under  Schedule  E.  It  is  expected  that  the  Revenue 
will  attempt  to  extend  the  classification  of  locums 
as  employees  to  other  retail  chemist  chains. 
However,  this  will  probably  be  strongly  resisted 
by  Lloyds  and  others,  say  solicitors  Ronnie  Fox 
and  Ian  Hunter 


At  first  glance  it  would 
appear  that  many  locums  are 
indeed  employees.  For  example, 
the  work  has  to  be  done  by  the 
locum  personally  —  he  cannot 
hire  someone  else  to  do  that 
work.  Moreover,  the  retail 
pharmacy  can  tell  the  locum 
what  to  do  and  when  and  how 
to  do  it.  The  locum  will  usually 
be  paid  by  the  hour,  week  or 
month  and  be  given  a  number  of 
hours  per  week  or  month  in 


which  to  do  his  work.  Finally, 
the  locum  will  almost  invariably 
be  told  where  to  perform  his 
duties.  If  a  locum  works  under 
such  conditions  it  is  more  than 
likely  that  the  Revenue  will  treat 
the  locum  as  an  employee. 

If  a  locum  wants  to  show  that 
he  is  self-employed,  the 
Revenue  will  usually  look  at 
whether  the  locum  has  a  say  in 
how  the  business  in  which  he 
works  is  run,  whether  he  is 


risking  his  own  money  in  the 
business,  and  whether  he  is 
responsible  for  meeting  the 
losses  of  that  business  as  well  as 
taking  the  profits.  Furthermore, 
the  Revenue  will  look  at 
whether  the  locum  provides  the 
major  items  he  needs  for  his  job 
and  whether  he  is  free  to  hire 
other  people  to  do  the  work  he 
has  taken  on.  It  may  be  very 
difficult  for  a  locum  to  rely  on 
these  factors. 

Even  if  a  locum  has  one  or 
more  part-time  jobs  or,  asoften 
is  the  case,  works  for  a  number 
of  people  for  a  few  days  or 
weeks  at  a  time,  it  will  be  likely 
that  the  locum  will  be  regarded 
as  an  employee. 

An  individual  treated  as  an 
employee  rather  than  self- 
employed  will  face  a  complete 
change  in  the  way  in  which  his 
tax  and  national  insurance  is 
calculated  and  collected.  It  will 
also  affect  the  individual's  rights 
and  duties  under  employment 
law.  For  example,  an  employee 
has  certain  statutory  rights. 
After  two  years  an  employee 
may  be  able  to  claim 
compensation  for  being  made 
redundant  or  for  being  unfairly 
dismissed  by  an  employer. 


Preference 

Most  pharmacies  would  prefer 
their  locums  to  be  regarded  by 
the  Revenue  as  self-employed. 
Last  year  the  Revenue  stated 
that  all  cases  involving  locums 
should  be  examined  on  their 
own  merits.  Recently  the 
Revenue  were  defeated  by 
opticians  Specialeyes  when  the 
Special  Commissioners  held  that 
locum  opticians  were  not 
employees. 

If  the  Revenue  decides  to  try 
and  extend  the  treatment  of 
locums  as  employees  to  other 
pharmacies  in  addition  to  Boots, 
the  Special  Commissioners  are 
likely  to  be  hearing  many  more 
appeals.  It  is  to  be  hoped  that 
the  Revenue  will  treat  each  case 
on  its  merits  and  not  attempt  to 
introduce  blanket  changesto 
the  status  of  locum  pharmacists. 


Ronnie  Fox  isa  partnerand  Ian 
Hunter  is  an  assistant  solicitor  at 
City  law  firm  Fox  Williams. 
Ronnie  Fox  is  also  the  author  of 
"Payments  on  Termination  of 
Employment"  (Longmans,  3rd 
edition  1990). 


Chemist  &  Druggist  29  FEBRUARY  1 992 


Glaxo  scheme: 
more  dissent... 

was  very  interested  in  David 
Thomas's  letter  in  Chemist  & 
Druggist  on  February  8.  This 
discount  scheme  is  another  of 

jlaxo's  follies,  after  generics,  and 
the  recent  non-availability  of  a 
arge  percentage  of  their  drug 
'ange  (ie  Betnesol,  Predsol, 
friptafen,  Fentazin,  Betnesol  N, 

redsol  N). 
I  must  point  out  that  although 
Glaxo  can,  and  are,  ignoring  the 
wishes  of  community  pharmacies 
now,  they  will  be  more  dependent 
on  us  in  the  future  when  more  of 
their  brands  go  generic,  and 
innovative  products  have  a  smaller 
percentage  ol  the  market.  1,  for 
one,  will  not  be  enthusiastic  about 
Glaxo  and  their  products,  and  will 
certainly  not  wish  to  be  bogged 
down  with  separate  invoices  for 
them. 

Even  now,  I  have  started 
takinggreat  delight  in  reminding 
CPs  how  much  they  can  save  by 
writing  Ventolin  as  salhutamol, 
ind  I  am  positively  motivated  to 
do  this.  After  all,  I  am  being  paid 
less  for  doing  more  work,  and 
revenge,  even  in  a  small  way,  is 
sweet. 


P.J.Walton 

Manchester 


...  the  company 
responds 

We  are  sorry  tli.it  Mr  Walton 
hould  feel  this  way  about  our 
[discount scheme.  His  reaction  is 
not  typical  of  the  response  we 
lhave  received  from  the  majority  of 
pharmacists.  However,  it  is  early 
days  in  the  development  of  our 
distribution  plans  and  we  will 
continue  to  make  every  effort  to 
communicate  the  reasoning  and 
benefits  of  our  new  arrangements. 
While  it  isn't  clear  from  Mr 
Walton's  letter  what  his  specific 
concerns  are,  we  would  like  to 
make  the  following  points. 

Firstly,  we  agree  with  PSNC's 
suggestion  that  wholesalers 
should  reduce  discount  thresholds 
to  reflect  the  exclusion  of  Glaxo 
purchases.  Unless  wholesalers  do 
this  they  will  be  increasing  their 
profitability  at  the  expense  of 
pharmacists.  Secondly,  the 
benefits  of  early  payment  and 
electronic  ordering  continue  to  be 
gained  by  our  distribution  agents 
and  therefore  the  provision  of 
discounts  for  such  benefits 
continues  to  lie  in  their  hands. 

Finally,  in  contrast  to  the 
suggestion  made  in  the  letter,  our 
distribution  plans  were  drawn  up 
with  the  interests  of  our 
customers,  ie  pharmacists,  clearly 
in  mind.  One  of  our  fundamental 
aims  was,  and  is.  to  establish 
direct  trading  relationships  with 
pharmacists,  on  whom  we  depend 
and  who  have  a  growing  role  to 
play  in  health  care  and  the  supply 
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Richmond  Pharmacy  held  an  open  day  earlier  this  month  to  allow 
customers  to  discover  it  is  no  ordinary  pharmacy...  A  choice  of  alternative 
treatments  such  as  reflexology,  massage  and  homoeopathy  are  available  as 
well  as  a  conventional  pharmacy  service  


to  patients  of  information  about 
our  products. 


M.  Sutton 

Public  relations  manager.  Glaxo 
Pharmaceuticals  UK  Ltd 

Scrap  wholesaler 
discount 

During  these  past  months  there 
has  been  a  certain  disgruntlement 
over  the  discount  terms  now 
operating  for  Glaxo  products.  It 
seems  to  me  that  Glaxo  have 
decided  to  flex  muscle  in  order  to 
preserve  the  market  for  their 
products  and  stem  the  ever 
increasing  (low  of  parallel  imports. 

The  question  we  have  to  ask 
ourselves  as  businessmen  or 
women  is:  are  we  going  to  allow 
the  large  pharmaceutical  suppliers 
to  dictate  what  we  buy  and  the 
terms  at  which  we  buy?  Having 
seen  the  steamroller  tactics  of 
Glaxo  operate  with  such  success, 
how  many  other  pharmaceutical 
manufacturers  will  follow  suit? 

The  only  effective  way  to 
combat  the  manufacturers  is  to 
scrap  discounts  from  the 
wholesaler.  Having  examined  the 
discounts  I  receive  and  the 
deduction  made  by  the  Pricing 
Bureau,  I  find  that  on  average  I  am 
no  better  off,  but  no  worse  either. 

Now  I  appreciate  that  some  of 
the  retail  barons  will  have 
negotiated  mind-boggling 
discounts  from  their  wholesalers 
and  will  want  to  preserve  the 
differential  that  they  now  enjoy, 
but  even  they  are  now  restricted  to 
buying  UK  Glaxo  products  in 
order  to  maximise  wholesaler 
discount.  In  any  case,  I  think  that 
the  option  should  be  made 
available  to  contractors  to  opt  out 
of  the  discount  scheme  if  they  so 
desire. 

An  interesting  development 
should  unfold  shortly  as  generic 
ranitidine  comes  on  to  the  market. 
This  has  various  implications.  I 
would  be  very  surprised  if  Glaxo 
do  not  have  a  generic  ranitidine 
themselves  (discounting  Zantac 
would  mean  that  pharmacists 
would  make  extra  money  on 
scripts  for  Zantac,  and  we  couldn't 
have  that,  could  we?).  If  that  is  the 
case  then  the  Glaxo  generic  would 


become  part  of  the  overall 
discount  scheme  (but  don't  worry, 
they  will  negotiate  a  high  Tariff 
price  so  that  they  can  afford  to 
lower  their  price  if  the  competition 
is  stiff).  I  would  also  be  surprised  if 
generic  manufacturers  have  not 
thought  about  this  and  decided 
not  to  bring  their  own  generic  to 
the  market.  The  net  effect  would 
be  one  Glaxo  generic. 

I,  lor  one,  am  not  going  to  sit 
back  and  let  Glaxo  walk  all  over 
me!  Why  not  ask  contractors  to 
table  a  motion  to  scrap  discounts 
and  let  the  subject  be  approached 
in  open  debate. 


John  Flemming 

Whitehead,  co  Antrim 


Opting  out  on 

computer 

maintenance 

I  have  followed  recent 
correspondence  on  pharmacy 
computer  maintenance  with  great 
interest,  having  used  computer 
labelling  for  ten  years  or  more 
and,  more  recently,  having  used  a 
labelling/PMR  system. 

The  full  page  advertisement 
from  John  Richardson  Computers 
Ltd,  in  the  February  22  issue  of 
C&D compels  me  to  point  out  that 
I  have  not  spent  a  penny  on 
maintenance  during  the  ten  year 
period,  preferring  instead  to 
purchase  a  spare  printer  and,  had 
it  been  necessary,  being  prepared 
to  purchase  a  replacement 
computer.  During  the  ten  year 
period  I  have  upgraded  the  system 
from  time  to  time,  using 
commercial  programs  which  have 
allowed  me  to  purchase  the 
computer  of  my  choice,  rather 
than  being  tied  to  a 
manufacturer's  system.  This  has 
saved  me  hundreds,  if  not 
thousands,  of  pounds. 

I  appreciate  that  Mr 
Richardson  is  running  a 
commercial  operation,  and  has 
high  overheads  which  have  to  be 
covered.  It  seems  to  me  that  the 
market  is  of  finite  size.  Improving 
programs  is  a  costly  exercise, 
which  inevitably  will  result  in  such 
improved  programs  becoming 
more  and  more  expensive.  I  have 


the  feeling  that  high  maintenance 
charges  are  a  reflection  of  this 
expense,  rather  than  of 
maintenance  costs,  as  1  have 
found  computer  equipment  to  be 
very  reliable. 


Alastair  Murray 

Falkirk 


Thank  you... 

I  would  like  to  thank  all  friends, 
colleagues  and  pharmaceutical 
organisations  for  the  wonderful 
letters,  messages,  floral  tributes, 
donations  to  the  Stroke  Society, 
and  the  large  number  who 
attended  the  funeral  service  on 
the  death  of  my  wile  Christine.  It 
has  been  a  great  comfort  and 
support  in  my  distress. 


Mervyn  Madge 

Plymouth 


Mission  impossible 

"Clinging  to  the  wreckage"  (C&l) 
February  8)  is  a  well  balanced 
article  with  some  sound  items. 
However,  can  you  please  ask  the 
author.  John  Kerry,  how .£5,00(1  of 
stock  was  returned  to  the 
manufacturer  for  full  credit? 

In  my  experience  this  is  a 
"mission  impossible". 
Manufacturers  are  exceedingly 
reluctant  to  even  allow  return  of 
stock  over-ordered  by  their 
zealous  reps,  and  I  have  never 
seen  or  heard  of  excess  stock 
being  returned  for  full  credit.  I  am 
sure  many  of  us  smaller  businesses 
would  like  to  know  how  it  is  done. 


Gail  Brown 

I  Jenbigh,  Clywd 


Sterling  service 

The  chairman,  members  and 
secretary'  of  the  four  LPCs 
comprising  the  London  Group 
Pharmaceutical  Executive  would 
like  to  acknowledge  publicly  the 
sterling  service  given  to  the 
profession  by  Michael  Brining. 

He  has  persevered  in 
attempting  to  gain  appropriate 
remuneration  for  contractors  in 
the  most  difficult  of  negotiating 
conditions.  No  person,  whether 
contractor  or  PSNC  member,  has 
a  greater  grasp  of  the  intricacies  of 
our  complicated  remuneration. 

We  wish  him  a  long,  happy  and 
healthy  retirement. 

We  also  wish  to  welcome 
Godfrey  Horridge  who  will  no 
doubt  earn  our  gratitude  and 
respect  in  the  same  manner  as 
Michael  Brining. 


Mary  Box,  Eric  Griffiths, 
David  Kent,  John  Reynolds, 
Geoffrey  Noden 

London  Group  Pharmaceutical 
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Businessnews 


Baseley  bounces  back 
with  Mediphase  relaunch 


Mediphase  have  re-launched  their 
pharmacy  management  software 
following  an  injection  of  capital 
from  the  investment  group  3i.  And 
John  Baseley,  the  former  chief 
executive  of  Medicopharma  UK, 
has  joined  the  Mediphase  board  as 
marketing  director. 

At  its  first  launch  the  Mediphase 
system  was  51  per  cent  owned  by 
Medicopharma  NV  and  was  only 
going  to  be  made  available  to  the 
wholesaler's  UK  customers.  Now 
the  system  is  back  in  the  control  of 
its  inventors,  Ahmed  Saley  and 
Maurice  Leaman,  and  it  is  going  to 
be  marketed  to  all  pharmacies. 

Messrs  Leaman  and  Saley  own 
51  per  cent  of  the  shares  while  3i, 
which  has  invested  some  £1.2m  in 
the  company,  owns  around  a  third 
of  the  business. 

The  major  selling  point  of 
Mediphase  software  is  its  facility  to 
help  the  pharmacist  accurately 
endorse  prescriptions.  Ian  Taylor, 
Mediphase  R&D  manager, 
maintains  that  25  per  cent  of  a 
pharmacy's  stock  can  be  paid  for  if 
broken  bulk  calculations  are 
claimed  for  correctly.  Managing 
director  Maurice  Leaman,  who  with 
technical  director  Ahmed  Saley 


Glaxo  have  announced  an  interim 
dividend  up  41  per  cent  to  6p  on  a 
turnover  up  24  per  cent  to  almost 
£2  billion.  Pre-tax  profits  advanced 
14  per  cent  to£709m. 

Dr  Ernest  Mario,  deputy 
chairman  of  Glaxo,  said  the  increase 
in  the  interim  dividend  reflected  the 
company's  policy  of  bringing  the 
preliminary  and  final  dividends 
closer  together.  "An  ideal  balance 
would  be  40:60,"  he  said. 

He  made  reassuring  noises 
about  the  working  of  the  Glaxo 
discount  scheme  under  which  some 
pharmacists  believe  they  are  getting 
less  discount  than  under  the  former 
arrangements. 

"We  are  not  going  to  turn  our 
back  on  pharmacists  —  they  are  our 
lifeblood;  only  a  few  are  caught  in 
this  bind  and  we  will  be  talking  to 
our  agents  to  try  and  sort  this  out," 
he  said.  In  every  instance  where 
there  is  an  inequity  it  is  being 
followed  up,  he  added. 

Dr  Mario  said  the  agency  system 
was  very  beneficial  for  Glaxo.  "We 
now  have  a  computer  programme  in 
place  to  track  our  product  uptake 
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John  Baseley,  Mediphase 
marketing  director 


used  to  run  a  pharmacy  chain  in 
Oxford,  says:  "The  basis  of  good 
endorsement  is  broken  bulk.  We 
had  a  shop  losing  £1,000  a  month 


throughout  the  UK.  Now  we  would 
know  of  any  problems  with  our 
products  due,  say,  to  parallel 
imports." 

Dr  Mario  took  the  opportunity 
to  defend  the  pricing  policy  for 
Imigran.  "It  is  a  process  we  tend  to 
do  with  some  science.  We  say,  'what 
is  the  cost  of  treating  migraine 
without  our  drug?'  and  try  and  put  a 
cost  on  it.  Then  we  take  into 
account  the  effectiveness  of  our 
product  and  other  factors  such  as 
rival  drugs  to  determine  what  sort  of 
revenue  we  should  expect.  People 
always  say  prices  are  too  high." 

The  chairman,  Sir  Paul 
Girolami,  said  in  his  statement  to 
shareholders:  "Movements  in 
exchange  rates  have  overstated  the 
real  increases  in  sales  and  profit 
when  these  are  translated  into 
Sterling  and  if  exchange  rates  had 
remained  constant  our  sales  would 
have  increased  18  per  cent  and 
trading  profit  15  per  cent." 

Glaxo's  respiratory  products 
have  shown  solid  growth,  with  sales 
up  29  per  cent  these  products 
account  for  24  per  cent  of  sales. 


doing  8,000  prescriptions  and  we 
were  pretty  good  endorsers. 

"On  average  the  PPA  gets  back 
four  or  five  thousand  prescriptions 
a  month  as  queries,  which  works  out 
at  about  30  to  40  a  shop.  But  where 
the  Mediphase  system  is  being 
tested  we  are  down  to  just  one  or 
two  a  shop.  Currently  the  company 
has  24  versions  out  on  trial. 

"We  feel  we  are  processing  over 
98  per  cent  of  prescriptions 
accurately  and  are  endorsing  them 
in  such  a  way  as  to  maximise 
remuneration". 

Mediphase  has  had  a  bumpy 
ride  due  to  its  earlier  association 
with  Medicopharma.  "We  had 
hundreds  of  systems  ready  to  go  out 
on  'black  Monday'  —  the  day 
Medicopharma  UK  shut  down," 
recalls  Mr  Leaman. 

Mediphase  are  planning  a  mail- 
shot  to  every  pharmacy  in  England 
and  Wales  in  March  to  be  followed 
by  demonstrations  in  London, 
Bristol,  Leeds  and  Birmingham. 

The  company  has  moved  to  new 
offices  in  Stinmore.  The  address  is: 
Regent  House,  21 

Church  Road,  Stanmore, 
Middlesex,  HA7  4AR.  Tel:  081  420 
7400. 


Glaxo  expect  Serevent,  already 
approved  in  17  countries  including 
the  UK,  Denmark,  Portugal  and 
France,  to  be  approved  in  the 
remaining  major  European 
countries  this  year. 

The  anti-emesis  drug  Zofran  has 
"taken  off  like  a  rocket",  according 
to  Dr  Mario,  with  European  sales 
now  at  £48m  and  American  sales  up 
to  £66m.  As  for  Imigran,  this  has 
"just  started  to  roll  out.  We  hope  to 
get  the  oral  form  approved  in  the 
UK  in  the  first  half  of  this  year." 

Dr  Mario  argued  that  Glaxo 
have  a  significant  research  lead  in 
the  anti-migraine  area.  "This  is  a 
5HT1  agonist;  everyone  else  went 
down  the  5HT3  path,  so  we  have  a 
three  to  four  year  lead." 

Zantac,  Glaxo's  banker,  showed 
only  an  8  per  cent  growth  in  the 
European  market,  which 
disappointed  the  City. 


Sales  up  24pc  to£l. 98b  

Pre-tax  profit  up  20pc  to  £709m 

EPS  up  14  per  cent  to  16.7p  

Dividend  up  41pc  to  6p  

Chemist  & 


Management 
buyout  at 
Ideal 

The  management  of  Ideal  Chemists, 
the  eight-strong  chain  located  in 
Avon  and  Wiltshire,  has  bought  out 
the  holding  company's  owners. 

The  management  say  that  by 
safeguarding  their  independence 
the  chain  has  secured  the  jobs  of  50 
employees  and  retained  control  of 
the  shops. 

"The  management  buyout 
means  that  Ideal,  which  has  been 
established  for  over  60  years,  will 
remain  independent  of 
organisations  such  as  Lloyds  and 
AAH  which  have  been  swallowing 
chemist  businesses  of  a  similar 
size,"  the  company  says. 


Suspensions 
lifted 

The  Medicines  Control  Agency, 
which  last  week  suspended  the 
licences  of  four  organisations  and 
individuals  for  non-payment  of  fees, 
now  says  the  suspension  has  been 
lifted  from  all  those  concerned. 
Those  named  were:  Grange 
Pharmaceuticals  Ltd,  Clifton, 
Bristol;  M.K.  Shah,  Enfield,  Middx; 
Rima  Pharmaceuticals,  Eire;  and 
Glideman,  Southall,  Middx. 


The  Royal  Mint  will  introduce  a 
new  lOp  coin  (bottom)  in 
September.  It  will  be  the  same  size 
as  the  old  5p,  now  withdrawn 


Tudor  moves 

The  Tudor  Photographic  Group 
have  moved  to  Unit  23,  Garrick 
Road  Industrial  Centre,  Hendon, 
London,  NW9  6AQ.  Tel:  081-202 
0811. 

S&N  numbers 

Smith  8i  Nephew  have  changed 
their  telephone  number  to  0708 
349333  and  their  fax  number  to 
0708  371316. 
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Glaxo  interims  disappoint  market 


Smithkline  Beecham  beds 
down  with  profits  up  1 7pc 


Smithkline  Beecham  achieved  an 
increase  of  17  per  cent  in  pre-tax 
profits  on  sales  for  continuing 
operations  up  4  per  cent  to  £4.69 
billion.  Announcing  the  1991 
results,  chief  executive  Hob 
Bauman  said  SB  have  achieved  all 
they  set  out  to  achieve  when 
Smithkline  Beecham  merged  two 
years  ago. 

"Our  return  on  trading  assets  is 
up  to  49.6  per  cent  from  36  per 
cent;  our  long  term  objective  at  the 
time  of  the  merger  was  50  per  cent. 

"Margins  have  improved  by  5.2 
per  cent  to  22.6  per  cent  while 
spending  on  R&D  has  reached 
£370m,  9.2  per  cent  up  on  1990. 

Sales  up  4pc  to  £4. 69m 
Pre-tax  profit  up  17pc  to£lb 
EPSupl7pc  to  48p 
Total  dividend  15.4p 

"About  7.000  people  have  left 
SB  since  the  merger,  600  of  them 
going  with  companies  we  have  sold. 
Disposals  have  generated  £800 
million  for  the  company  helping  to 
reduce  debt." 

SB's  gearing  is  now  down  to  42 
per  cent  against  around  80  per  cent 
a  year  ago.  Mr  Bauman  said  the 
company's  objective  was  to  reduce 
gearing  to  50  per  cent  bv  the  end  of 
1991. 

SB's  mature  drugs  had  mixed 


fortunes,  with  the  worldwide  sales  of 
Tagamet  falling  2  per  cent  to 
£620m,  Amoxil  growing  9  per  cent 
to£243m  and  Dyazidedown  1 1  per 
cent  to£148m.' 

1  lowever,  the  company's  growth 
products,  which  will  have  to 
generate  the  bulk  of  the  company's 
income  once  Tagamet  begins  to 
lade,  all  showed  substantial 
improvements  with  Augmentin 
sales  up  24  per  cent  to  £504m. 
Timentin  up  28  per  cent  to  £72m, 
Bngerix  B  up  25  per  cent  t<  >  £  103m 
and  the  fastest  growing  product, 
Bactroban,  42  per  cent  up  at  £35m. 

At  the  end  of  1991  Seroxat  had 
won  1 1  per  cent  of  the  UK 
antidepressant  market  share. 

The  company  are  also  expecting 
to  win  approval  for  Paxil  in  the  UK 
"by  the  end  of  the  year". 

However,  not  everything  in  the 
garden  is  rosy;  SB  Pharmaceuticals 
chairman  Jan  Leschley  admitted  the 
performance  of  Eminase  has  been 
disappointing.  In  sharp  contrast  to 
last  year,  when  Mr  Bauman 
questioned  the  validity  of  the  ISIS-3 
study  which  showed  there  was  no 
difference  in  the  efficacy  of  the 
thrombolitic  agents  anistreplase, 
streptokinase  and  alteplase,  Mr 
Leschley  admitted  that  the  study 
had  indeed  demonstrated  there  was 
little  difference  between  the  drugs 
and  that  the  market  for 
thrombolitics  had  "collapsed". 


Bids  for  Macarthy  cleared 


Both  Unichem  and  Lloyds  have 
been  cleared  to  bid  for  Macarthy  by 
the  Department  of  Trade  and 
Industry. 

The  Monopolies  and  Mergers 
Commission,  who  advised  the 
minister,  said  that  normal 
competitive  pressures  do  not  apply 
in  the  pharmaceutical  market. 

The  MMC  report  said  a  merger 
between  Unichem  and  Macarthy 


would  not  materially  weaken  the 
competitiveness  of  the  wholesale 
market  but  that  a  merger  between 
Lloyds  and  Macarthy  would  reduce 
the  size  of  the  market  open  to 
wholesalers. 

However,  as  Savory  &  Moore 
accounts  for  only  15  per  cent  of  the 
retail  market,  competition  in  the 
wholesale  market  would  not  be 
materially  weakened. 


Coming  Events 


Monday,  March  2 

Eastbourne     Branch  RPSGB. 

Postgraduate  Medical  Centre. 
Eastbourne  District  General  Hospital  at 
8pm.  "The  pharmacist's  guide  to 
children's  problems"  by  consultant 
paediatrican,  DrM.S.  Nicholson. 

Tuesday,  March  3 

Bristol  Branch,  RPSGB.  Postgraduate 
Centre,  Southmead  Hospital,  7.30  for 
8pm.  "Memory  loss"  by  Denise  Surmon, 
psychologist. 

Dudlev  &  Stourbridge  Branch, 
RPSGB.  Medical  Services  Centre. 
Corbett  Hospital.  Stourbridge.  7.30  for 
8pm.  "Oral  hvpoglvcaemics"  bv  Dr  A.H. 
Barnett. 

Wednesday,  March  4 

Sheffield  Branch,  RPSGB.  Board 
Room,  Jessop  Hospital  for  Women,  7.30 
for  8pm.  "Customs  &  Excise  and  drug 
traffickers".  Speakers:  Customs  officers 


lan  Clements  and  David  Baker. 

Thursday,  March  5 

Northern  Scottish  Branch,  RPSGB. 

Inverness  Natural  Therapy  Centre, 
Craigmonie  Hotel.  Inverness,  8pm. 
"Homoeopathy"  by  Janet  Kane, 
professional  homoeopath. 

Hull  Branch,  RPSGB  and  Royal 
Society  of  Chemistry.  Umvenslv  of 
Hull,  Cottingham  Road,  Hull,  7.45  for 
8pm.  "How  a  passion  for  chemistry  can 
solve  the  problems  of  the  heart"  by  Dr  D. 
Robinson. 

Hastings  Branch,  RPSGB/NPA. 

Postgraduate  Medical  Centre,  Royal 
[Cast  Susst  \  |  [ospital.  I  Listings,  .i!  Spm 
"Current  pharmaceutical  topics"  bv 
NPA  director.  Tim  Astill. 

Bradford  &  Halifax  Branch,  NPA. 

Bankfield  Hotel,  Bradford  Road, 
Bingley,  at  8pm.  "PR  begins  at  home"  by 
NPA  head  of  public  affairs.  Colette 
McCreedv. 


Trade  Mark  Infringement 

We  draw  your  attention  to  the  fact  that  it 
is  an  infringement  of  the  rights  of  Ciba-Geigy 
in  the  registered  trade  mark  VOLTAROL  to: 

1)  apply  this  mark  to  packs  originally  sold  under 
another  brand  name; 

2)  sell  or  dispense  packs  relabelled  this  way. 

Ciba-Geigy  has  taken  and  will  continue  to  take 
action  against  those  who  engage  in  either  of  the 
above  practices. 

Dispensing  any  other  product  on  a  prescription 
for  VOLTAROL  or  VOLTAROL  RETARD  is  also 
against  the  Code  of  Ethics  of  the  Royal 
Pharmaceutical  Society  which  clearly  states  that 
'A  Pharmacist  should  not  substitute  (except  with 
approval  of  the  preseriber  or  a  hospital  drug  and 
therapeutics  committee,  or  in  an  emergency)  any 
other  product  for  a  specifically  named  product 
even  if  he  believes  that  the  therapeutic  effect  and 
quality  of  the  other  product  is  identical'  (para- 
graph 1.4(H))1. 

Ciba-Geigy  will  continue  to  take  the  necessary 
action  to  protect  its  intellectual  property  rights. 

Reference:  1.  Medicines,  l-thics  and  Practice.  A  guide  for  Pharmacists.  Number  7, 
October  1991 

VOLTAROL,  and  VOLTAROL  RtTARD  are  Trade  Marks  of  Ciba-Geigy  Limited. 


CIBA-GEIGY 

Ciba-Geigy  PLC, 
Hulley  Road,  Macclesfield,  Cheshire,  SK10  2NX 
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SHOPflTTINGS 


THE  NEW 
ALCHEMIST  2000 

DISPENSARY 
MANAGEMENT 

SYSTEM 
THE  EASIEST 
SYSTEM  TO  USE! 


PRESCRIPTION  COLLECTION  & 
DELIVERY  facilities  enabling  collection  of 
repeat  prescriptions  when  due. 

FULL  REPEAT  prescription  facilities. 

AUTOMATIC  OWINGS  SEARCH. 

CUSTOMER  ACCOUNTS. 

QUICK  INTELLIGENT  DOSAGE. 

MULTI-USER  for  the  busy  dispensary. 

REASONABLE  MAINTENANCE  RATES. 

Tel  (0772)  622839  or  FAX  622879 


John  Richardson  Computers  Ltd 


PMR 


Update 


2/92 


I  EPOS 


JRC  systems  are  renowned  for  their  speed,  ease-of-use 
and  flexibility  -  They  are  the  most  widely  used  in  pharmacy 
today,  are  constantly  updated  and  enjoy  an  enviable  after- 
sales  service.  You  may  think  you  can't  afford  the  best  - 
You'll  be  surprised  . . . 


FOR  MORE  DETAILS,  OR  FREE  EPOS/PMR  VIDEOS,  PHONE  0772  323763 
(FAX  0772  323003)  -   OR  WRITE  TO  JRC  LTD,  FREEPOST,  PR 5  6BR 


SHOPFITTINGS 


EXDkUM 

— STOREFITTERS—J 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 


KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD, 
HEATHFIELD,  DEVON,  TQ1 2  6UT 


S1IOPFITTIIMG 

SPECIALISTS  AT  A  COMPETITIVE  PRICE 

•  Shelving  and  display  equipment 
•  Full  shopfitting  service 
•  Let  us  quote  for  your  requirements 

PIONEER  SHOPFITTING 

(0202)826436 


CHEMIST  &  DRUGGIST  WISH  TO  APOLOGISE  FOR 
THE  ERRONEOUS  TELEPHONE  NUMBER  PRINTED 
IN  THE  PIONEER  SHOPFITTING 
ADVERTISEMENTS  OF  15-2-92  and  22-2-92. 
THE  CORRECT  TELEPHONE  NUMBER  APPEARS  IN 
THIS  ISSUE. 


STOCK  FOR  SALE 


MARCH 

SPECIAL  OFFERS 
INCLUDING: 


★  CAREFULLY  SELECTED  EC  IMPORTED  PHARMACEUTICALS 

★  PRODUCT  LIABILITY  INSURANCE 

★  OUR  OWN 'EC  QUALIFIED  PERSON  TO 
SUPERVISE  QUALITY  CONTROL 

★  DISTRIBUTION  THROUGHOUT  UK  incl.  N.  IRELAND 

★  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's  IN 
EUROPE 

★  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

★  COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

★  MEMBER  OF  THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 

URIMPHARM  LTD 


UNIT  A6.  83  COPERS  COPE  ROAD, 
BECKENHAM,  KENT,  BR3  1  NR. 
TELEPHONE:  081  658  2255 
TELEX: 263832; FAX: 081  658  8680 
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Businesslink 

A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

POOLE,  DORSET  -  Parkstone 
Health  Centre  Pharmacy  require 
manager,  ethical  environment, 
hours  negotiable,  minimum  paper- 
work. Contact  Edgar  Bryant  (112(12) 
740176  or  (0202)  700020  (even- 
ings). 

SOUTHEND  ON-SEA  -  Pharmacist 
manager  required  for  an  easily  run 
pharmacy.  Accommodation  avail- 
able if  required.  For  further  details 
ring  0702  73087  (day)  or  (1702 
290504  after  7pm. 

LONDON  N8  -  Enthusiastic  mana- 
ger required  for  easily  run  phar- 
macy. Monday  -  Friday  9-7pm. 
Minimum  paperwork.  Salary  nego- 
tiable. Please  telephone  081-888 
4288  after  2pm. 

BRAINTREE,  ESSEX  -  Manager  or 
long  term  locum  required  for  easily 
run  pharmacy.  Tel:  0376  520052  or 
0763  248440  anytime. 


 LOCUMS  

BURY,  LAJNCS  -  Long  term  locum  or 
manager  required  tor  new  phar- 
macy to  be  opened  in  March.  Please 
telephone  0533  393139. 

LEEDS  9  -  Saturday  locum  required 
9-4pm  on  a  regular  basis.  Apply  K.J. 
Lee  Chemists,  597  Harehalls  l,ane, 
Leeds  9.  Tel:  0532  486766  dav,  0532 
682407. 

ERDINGTON,  BIRMINGHAM 

Locum  pharmacist  required  to  work 
9-7pm  during  April.  Please  ring 
021-382  0189. 

ENFIELD,  MIDDX  AREA  -  Locum 
required  20th  March  to  4th  April. 
(Also  for  Saturday  7th  March).  Tel: 
081-805  5298  (daytime)  or  0992 
28419  (eves). 

SUNDERLAND  AREA  -  Locum 
required  for  one  week  beginning 
September  7th.  Two  half  days.  Tel: 
091-534  2698. 

PHARMACIST  REQUIRED  from 
13th  July  92  to  25th  July  92 
inclusive.  Tel:  0895  442545. 

LOCUM  REQUIRED  from  12th 
August  till  23rd  August  1992.  Tel: 
061-872  6719  till  7pm.  061-442 
7101  after  7.30pm.  Also  permanent 
Wednesday  mornings  9.00  -  1.00pm. 

FELIXSTOWE  -  Locums  required 
for  modern,  well-equipped  in-store 
pharmacv.  Evening  locums  espec- 
ially wanted.  Contact  0702  555321 

CHAPEL-EN-LE-FRITH  -  Locums 
required  for  full  weeks  or  days 
throughout  the  vear.  Caroline, 
0298  812549. 

LONG  TERM  LOCUM  WANTED  - 
Please  contact  Mr  Master  on  081- 
980  1473  (day).  081-856  375:! 
(evening) 


COUNTER  ASSISTANTS 

CROYDON  -  Full  time  assistant 
required.  Experience  preferable. 
Town  centre  pharmacy.  Tel:  081- 
680  7659. 


SITUATIONS  WANTED 

WEST  /  SOUTH  YORKSHIRE  / 

EAST  LANCASHIRE  <£  surrounding 
areas.  Be  prepared"  Hook  now 
experienced  locum  available  May 
onwards  for  summer  bookings.  All 
reasonable  oilers.  Please  phone 
Abdul  Iqhal  (0484)  432208. 

LONDON  AND  SURROUNDS  -  Take 
a  day  ott  each  week  and  recharge 
your  batteries.  Leave  your  phar- 
macy in  the  capable  hands  of  a 
conscientious  and  experienced  lack 
pharmacist.  Please  telephone  081- 
458  2084. 

HARROW  &  WEMBLEY  &  SURR 
OUNDING  AREAS  -  Full  time 
dispensing  technician  available. 
Phone  after  7pm,  081-427  3318. 

HOUNSLOW    /    SOUTHALL  / 
SLOUGH    AREA  Saturdays 
Experienced     locum  pharmacist 
available.  Telephone  081-451  6065 
(day)  or  081-572  7461  (evenings). 

STARVING  PHARMACIST  seeks 
locum  work.  Available  from  March 
30  to  work  anywhere  in  North 
London,  City  or  West  End.  Call 
Lionel  Curie  on  071-435  0599 
weekdays,  081-203  0314  evenings 
weekends. 

SATURDAYS  -  Pharmacist  available 
for  regular  Saturdays  in  West 
London/M25  area.  Please  tele- 
phone 081-572  7461  evenings  or 
081-451  6065  daytime. 


BISINHSSKS  FDR  SM.K 

DORSET,  COASTAL  -  Retirement 
sale.  Lock-up  T-0  to  30/4/92 
expected  £305K  (NHS  2,600).  CP 
approx  27%.  Rent  £7,000.  Price 
JE175K  plus  SAV.  Tel:  03.05  813262 
(eves). 


EXCESS  STOCK 

COLOPLAST  BAGS  -  20  x  20  Ileo  B 
Mini  0404  ostomy  hags  20mm. 
Trade  less  40%  +  VAT  +  postage 
0438  314747. 

SANDIMMUN  lOOmg  x  20  capsules, 
expire  6/92;  Sandimmun  25mg  x 
20  capsules,  expire  1  93.  Trade  less 
50%  +  VAT.  Coltapaste  bandage  x 
15  -50%  +  VAT  +  postage.  0290 
403034. 

STOMAHESIVE  WAFERS  100mm  x 
100mm  18  x  5.  50%  off  trade  +  VAT 
+  P&P  or  collect.  Tel:  0543  372071. 

HOLLISTER   STOMA  CAPS  No. 

7186  x  2  boxes  of  50.  Patient 
changed  to  different  make.  Trade 
less  50%.  091-526  2345. 

METRODIN  2  X  10  AMPS  expiry  1 
93.  Trade  less  33",,  +  VAT.  Tel:  081- 
848  4612. 

PEDIASURE  21  x250ML  expir>  5 
92.  40%  off  trade.  Sandglobulin  3  x 
60  miection.  expirv  19  9  92  40% 
off  trade.  Tel:  071-272  3967. 

ACTHAR  GEL  3  X  5ML  80  units  per 
ml.  exp  Jul  92.  Trade  (£16.68)  less 
40%  +  VAT.  Tel:  0902  607664. 

23  X  5G  ALCOPAR  SACHETS  exp 
3  92;  9  x  30  Bolvidon  lOmg,  exp 
6  92:  1  x  100  Bolvidon  30mg.  exp 


10  92.  Will  split.  Trade  less  40%  + 
VAT.  Tel:  081-0114  1514  (eve). 

TRADE  LESS  50%  -  Questran  A  I  x 
42  (exp  May  92):  1  x  100  Utoulan 
(exp  Jan  96);  3  x  56  Trandage 
200mg.  Tel:  081-902  1674. 

EXCESS  STOCK  -  Trade  less  33%  + 
VAT.  1  x  lOODrogenil  (exp  8/95);  2 
x  loo  Dipentum  250mg(exp2  96); 
5  x  5  Coloplast  flanges  6743;  30 
Megace  100mg  (exp  12  92).  Tel: 
0542  40268. 

WYDASE  1501U  10  x  10ml.  trade 
less  60%.  Megace  40mg.  trade  less 
40"..  (exp  3  94).  Coversvl  2mm, 
trade  less  60",,  (exp  5  92).  Tel:  0704 
28437. 

TRADE   LESS  25%   -    1    x  100 

Catapres  O.Smg.  1  x  25(1  Catapres 

lOOmcg.   1   x   loo  Semi-Daonil. 

Trade  less  50%.  3  x  Prosohee,  exp 

4  92.  Tel:  051-489  5817. 
60  X  50  SKIN  PREP  WIPES  (now 

called  Peri-Prep).  List  price  £12.74. 

£5  each.  Phone  0623  742221. 
SIMCARE  kidney  seals  WJ25075J.  50 

packets  of  10.  Trade  less  50%  +  VAT 

+  post.  Telephone  071-229  4553. 


 EOR  SALE  

ELECTRONIC  CASH  REGISTER 

Celler  604.  v.g.c.  £195.  Sheffield 
0742  74540:',. 

VENALINK  SYSTEM  -  New.  never 
used  For  residential  homes  Cost 
£1.500+.  Offers.  Tel:  0424  421072. 

CITROEN  LIGHT  15  (Maigret). 
Paris  built  1952.  Superb  restored 
condition.  67.878km.  £8,950.  Tel: 
0263  712160  (day).  0203  86049] 
(evenings). 

PHARMATRIEVER  lor  sale  com- 
plete with  service  contract.  Would 
cost  new  in  excess  of  £10,000.  My 
price  £.3,000  +  cost  of  relocation. 
Tel:  0532  570298, 

ELECTRONIC  CASH  REGISTER 


Sanyo  ECR290  in  excellent  con- 
dition. Three  years  old.  regularly 
serviced.  £1 75  ono.  Buyer  to  collect 
Worcester  Tel:  0905  840972. 
BMW  323i  CABRIOLET  -  B  reg, 
£5.000.  Diamond  white  with  gen- 
uine 83,00(1  miles.  MoT  and  taxed. 
Recaro  sports  seats,  on-board  com- 
puter. Blaupunkl  radio  cassette. 
Regularly  serviced,  one  owner.  Tel: 
081-751  1220. 


 WANTED  

SHOPFITTINCS  WANTED  Shel- 
ves, gondolas,  dispensary  and  coun- 
ter units,  tills,  weighing  scales, 
computers  etc  required  urgently, 
Tel:  0533  393139 

UNWANTED  DISPENSARY  STOCK 
-  Turn  your  redundant  stock  into 
money.  Prepared  to  pay  50".,  ol 
current  Chemist  &  Druggist  price. 
Please  telephone  081-882  1046  tor 
further  details. 

PERGONAL  &  METRODIN  -  Ins 
tant  payment.  Please  ring  071-790 
9150. 

LION  OINTMENT  20G  -  Any  quan- 
tity Please  ring  Mr  Sit  on  (0754) 
72258. 

SCHOLL  MENS  SUPPORT  socks, 
two  pairs,  size  3.  Tel:  0582  23262. 


HOLIDAY  ACCOMMODATION 

MID  WALES  -  Luxury  log  cabins 
individually  designed  (1-4  bed- 
rooms) each  in  '-'-acre  ot  own 
woodland,  overlooking  lake  and 
canal.  Central  heating.  Pets  wel- 
come. For  brochure  telephone  0905 
840972. 

LOVELY    PORTUGUESE  VILLA 

with  pool.  Hillside  situation,  sea 
views.  5  0  miles  from  golf  courses 
and  coast.  Sleeps  4.  Available  June. 
July  and  August.  0252  713999. 


PLEASE  MENTION  "C&D  BUSINESS  LINK" 
WHEN  RESPONDING  TO  ADVERTISEMENTS. 
PHONE  24  HOURS  ON  0732  359725 


To:  Business  Link,  Chemist  &  Druggist,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  C<  IMPLE1 1-  IN  HI  1 1(  K  I  APITALS 

Surname  

First  name  

Personal  RPSC.fi  Registration  Number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words) 


To  be  included  under  section  heading  

Signed   Date 


Chemist  &  Druggist  29  FEBRUARY  1992 


329 


About  people 


Pharmacist 
returns to 
orphanage 

A  year  after  her  first  working  visit  to 
an  overcrowded  Romanian 
orphanage,  young  pre-registration 
pharmacist  Fiona  Powrie  is 
preparing  to  return  there  for  a 
further  three  weeks. 

Originally  her  initial  approaches 
to  many  foreign  charities  proved 
unsuccessful.  But  then,  "out  of  the 
blue"  she  was  asked  at  short  notice, 
by  the  Romanian  Challenge  Appeal, 
to  come  and  work  at  the  orphanage 
in  Firet.  She  readily  agreed  and 
hastily  prepared  herself  for  the  trip. 

Her  initial  reaction  upon  arrival 
at  the  orphanage  was  one  of  shock. 
"I  found  many  children,  including 
some  in  their  teens,  unable  to  walk 
or  even  speak.  For  every  carer  there 
were  around  24  children,  and  many 
of  the  basic  amenities  were  scarce  or 
totally  absent,"  she  says. 

She  is  currently  collecting  basic 
products  to  take  with  her  including 
nappies,  toothbrushes,  vitamins, 
baby  equipment  and  toys. 

She  plans  to  return  once  again 
to  the  orphanage  after  she  qualifies. 
"Every  child  has  the  right  to  normal 
development,"  she  says,  "and  I  feel 
that  if  I  can  help  in  that 
development  then  I  have  achieved 
something  worthwhile." 
•  Donations  for  the  children  can 
be  sent  to:—  Romanian  Challenge 
Appeal,  c/o  Fiona  Powrie,  The  Old 
Brewhouse,  Prospects  Place, 
Bathford,  Bath. 


YPG  awards 
go  to  Bath 
and  Bradford 

Pharmacy  undergraduates  Julie 
Clifford  from  Bath  and  Jacqueline 
Jackson  from  Bradford  are  the 
Young  Pharmacists  Group 
academic  prize  winners  for  1992. 

Each  year  the  YPG  provides 
financial  support  for  two  final  year 
student  projects,  in  a  move  to 
encourage  pharmacy  practice 
research.  Submissions  were 
received  from  most  schools  of 
pharmacy  this  year,  says  YPG  vice- 
chairman  Andrew  Burr. 

Julie  Clifford  will  be  surveying 
psychiatric  drug  use  in  the 
community,  while  Jaqueline 
Jackson  will  be  looking  at  drug 
compliance  in  the  visually 
handicapped. 


Maurice  Livingstone  from  Birmingham  won  first  prize  in  Zyma 
Healthcare's  Savlon  display  competition.  Mr  Livingstone  (left)  pictured 
here  with  his  wife  and  Zyma  representative  Mike  Aitken,  will  be  taking  his 
wife  on  a  two  week  holiday  to  Orlando,  Florida 


APPOINTMENTS 


Claire  Uglow  has  been  appointed 
medical  and  surgical  product 
manager  for  Robinson  Healthcare. 

Michael  Rawlins,  professor  of 
clinical  pharmacology  at  Newcastle 
University,  has  been  appointed 
chairman  of  the  Committee  on 
Safety  of  Medicines  with  effect  from 
next  January.  Professor  Rawlins  has 
been  a  member  of  the  CSM  since 
1980:  he  is  currently  vice-chairman 
and  also  chairman  of  the  sub- 
committee on  safety,  efficacy  and 
adverse  reactions.  From  next 
January,  the  new  chairman  of  the 
Committee  on  Dental  and  Surgical 
Materials  will  be  David  Poswillo, 
professor  of  oral  and  maxillofacial 
surgery  at  Guy's  Hospital. 

Whitehall  Laboratories  have 
announced  three  new  appointments 
—  Ray  Edward  has  been  promoted 
from  director  of  brand  marketing  to 
marketing  director,  while  Rob 
Honeybourne  becomes 
commercial  director.  Paul 
Hawkins  is  appointed  sales 
director. 


H.  Bronnley  &  Co  Ltd  have 
appointed  Mark  Klahr  as  general 
manager  of  their  French  operation. 

Wendy  Davidson  has  been 
appointed  general  manager  of 
Smithkline  Beecham  Consumer 
Brands  Ireland,  responsible  for 
health  care,  personal  care  and 
drinks.  She  was  previously 
marketing  director  of  Smithkline 
Beecham  Healthcare  UK. 

Harry  Groome,  president  of 
Smithkline  Beecham  Clinical 
Laboratories,  has  been  appointed 
chairman  of  Smithkline  Beecham 
Consumer  brands,  with  effect  from 
May  1.  Mr  Groome  succeeds  John 
Hunter,  who  retired  at  the  end  of 
December. 

Neutrogena  have  appointed  Gerry 
Purcell  as  national  accounts 
manager. 

Robert  Fox  has  been  appointed 
President  of  Revlon  International, 
with  responsibility  for  all 
international  markets  selling 
Revlon  products. 


Ten  tonne 
truck to 
Ukraine! 

The  six  branches  of  Badham 
Chemists  in  Cheltenham  are  busy 
collecting  clothes,  toys  and  cash  to 
take  to  the  Karkov  orphanage  in  the 
Ukraine  at  the  end  of  next  month. 

Since  the  beginning  of  February 
the  pharmacies,  acting  as  collection 
points  for  the  appeal,  have  managed 
to  collect  £4,000,  and  money  and 
gifts  are  still  pouring  in.  The  money 
will  be  used  to  buy  non-perishable 
food  and  medical  supplies;  this 
together  with  gifts  of  toys  and 
clothes  will  be  transported  in  a  ten- 
tonne  truck  to  the  orphanage  at  the 
end  of  next  month. 

The  appeal  was  inspired  by  the 
headmaster  of  Moore  Park  School 
John  Badham,  brother  of  one  of 
Badham's  Chemists  director's 
David  Badham. 

Bath  wins 
BPSA  sports 
finals 

Over  800  pharmacy  students  from 
all  the  schools  of  pharmacy  in  the 
UK  and  Republic  of  Ireland 
attended  the  BPSA  sports  finals  in 
Gloucester  last  weekend,  and  Bath 
emerged  victorious. 

The  largest  student  gathering  of 
its  kind  in  Europe,  sponsored  by 
Pharmacy  Mutual  Insurance  for  the 
eighth  year  running,  also  attracted 
students  from  Germany,  Ghana  and 
Zimbabwe.  Their  overseas 
volleyball  team  beat  Sunderland  in 
the  semi-final,  but  they  graciously 
pulled  out,  allowing  Sunderland  to 
go  on  and  win  the  final. 

Other  sports  played  over  the 
weekend  included  rugby,  football, 
netball,  squash,  badminton,  table 
tennis,  swimming  and  more  gentle 
activities  such  as  whist  and  darts. 

The  PMI  competition  this  year 
was  a  quiz,  which  was  won  by  Gary 
Wood  from  Portsmouth.  He  was 
presented  with  a  cheque  for  £100. 
Runner  up  was  Stuart  Cubbin  from 
Liverpool  and  third  prize  went  to 
Chuei  Leong  from  London  School 
of  Pharmacy. 

One  question  in  the  multiple 
choice  quiz  was:  "Who  is  Tim 
Astill?".  Some  students  thought  he 
was  a  pro-pharmacy  Labour  MP. 
Others  thought  that  Mallinson 
House  was  the  headquarters  of  the 
Walt  Disney  Corporation. 
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NOW  EVEN 
MORE  ORANGEY 


New  Fybogel  Orange  now  tastes  even  more  orangey, 
making  it  even  more  attractive  to  your  regular  customers. 
And  as  ever,  natural,  pleasant-tasting  Fybogel  Orange 
gently  relieves  the  discomfort  of  constipation,  as  it 
restores  bowel  regularity.1 


Ispaghula  Husk  BP 

A  GENTLE  START  TO  NATURAL  REGULARITY 


Indications:  Conditions  requiring  a  hi9h-fibre  regimen.  Dosage  and  Administration:  (To  be  taken  in  water)  Adults  and  children  over  12:  One  sachet  mornins  and  evening  Children  6-12  /TV 
years:  Half  to  one  level  5ml  spoonful  dependingon  age  and  size,  morning  and  evening.  Children  under  6years:  To  be  taken  only  on  medical  advice.  Contra-indications,  Warning,  etc:  Fybogel  f  \ 
is  contra-indicated  in  cases  of  intestinal  obstruction  and  colonic  atony.  Each  sachet  contains  3,5g  Ispaghula  husk  BP.  RSP  Price:  10  Sachets  £1 .25.  PL  No.:  Fybogel  0044/0041 ,  Irish  PA  I  J 
27/2/1 ,  Fybogel  Orange  0044/0068,  Irish  PA  27/2/2.  Reference:  Data  on  file,  394  Patient  Study,  Reckitt  &  Colman  Products (1 989)  RMEX35003/01 2.  Fybogel  and  the  sword  and  circle  are  \^  ^/ 
trademarks  of  Reckitt  &  Colman  Products  Ltd.  Further  information  is  available  from  Reckitt*  Colman  Products,  Hull  HU8  7DS 


BABYCARE 

A  CHEMIST  &  DRUGGIST  SUPPLEMENT  March  7, 1992 


A  CONSENSUS  ON  OTC  ADVICE  FOR  CHILDHOOD  AILMENTS 
BRINGING  A  BABY  HOME 
OWN  LABEL  MAKES  THE  MOST  OF  BABYCARE 
PRICE  WAR  WINDS  DOWN  IN  NAPPY  MARKET 


We 
are  getting 

bigger 

faster  than 

any  other 

babyfood 
brand. 

Well,  this 
is  a  growth 
industry. 


This  year  Farley's  value  went  straight  through  the  nursery  roof. 
A  35%  increase  in  fact,  in  a  pharmacy  market  that  grew  by  21%. 

And  with  a  further  £10  million  spend  on  promotional  support  in 
1992  and  more  new  products  on  the  way,  it's  clear  why  everyone  on 
a  Farley's  diet  does  so  well.  JgJ  QQ<-HQDQ  ©gfiL 
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OTC  ADVICE 


A  consensus  on 
minor  ailments 

Gateshead  pharmacist  Allen  Tweedie  has  been  collaborating  with  a  local  consultant  community 
paediatrician,  Dr  Tony  Waterston,  in  an  attempt  to  reach  a  consensus  view  for  pharmacists  on  the 
treatment  of  childhood  ailments.  First  Mr  Tweedie  explains  the  rationale  behind  the  idea.  Dr 

Waterston  then  discusses  four  common  ailments 


As  patients  seek 
more  and  more 
advice  from 
pharmacists,  it  is 
increasingly 
necessary  to  review  the 
recommendations  we  give  for 
treating  common  conditions 
routinely  presented  in  the 
pharmacy.  Cases  outside  the 
norm  or  'trivial"  category 
should  of  course  he  referred  to 
the  general  practitioner. 

Consultant  community 
paediatrician  DrTony 
Waterston  has  set  out  helow,  in 
ready  reference  note  form,  a 
working  assessment  of  four 
childhood  conditions  which  are 
seen  regularly  hy  community 
pharmacists. 

Some  of  the  old  remedies 
are  no  longer  considered 
effective  and  have  inadequacies 
evident  from  a  more  detailed 
knowledge  of  the  conditions 
themselves.  Kaolin  paediatric, 
while  an  effective  absorbent, 
can  also  mask  the  loss  of  fluid 
from  the  body  by  retaining  it 
within  the  intestinal  cavity, 
potentially  setting  up  a  more 
serious  condition  through 
dehydration. 

As  co-operation 
increasingly  develops  between 
the  primary  healthcare 
professions,  particularly  in 
view  of  the  new  roles 
envisaged  for  pharmacy, 
regular  updating  on  all  fronts  is 
needed  and  local  agreements 
on  treatments  will  become  not 
only  desirable  but  necessary  for 
the  best  healthcare  of  the 
patient.  Childhood  ailments 
can  be  very  time-consuming  for 
parents,  and  effective 
management  in  the  pharmacy 
will  save  lengthy  visits  to  the 
surgery,  leaving  the  doctor  free 
to  concentrate  his  efforts  on  the 
more  seriously  ill  and  needy. 

Dr  Waterston  and  many  of 
his  colleagues  recognise  the 
important  and  effective  role 
which  can  be  played  by  the 
pharmacist,  and  are  as 
committed  and  willing  as  we 
are  to  assist  in  getting  the  "first 
treatment"  absolutely  right, 
producing  the  benefits  of 
'saved  time"  and  illness 
limitation  for  all. 

In  the  Tyne  &  Wear  Region, 
seminars  are  being  set  up  to 
discuss  with  various 


consultants  how  they  feel 
pharmacists  can  assist  at 
primary  level  to  produce  the 
benefits  of  early  effective 
treatment  across  a  much  wider 
range  of  conditions.  This  can 
only  be  good  for  pharmacy. 


Fever 


Raised  temperature  is  usually 
the  body's  response  to  an 
infection  and  the  fever  has  the 
effect  of  killing  the  bacteria  or 
viruses.  Hence  it  is  a  necessary 
part  of  the  process  of  recovery. 
It  is  therefore  a  sign  of  a 
problem,  rather  than  a  problem 
in  itself. 

However  fever  can  create 
varying  degrees  of  discomfort 
and  in  some  children  may  even 
cause  a  convulsion.  Parents 
usually  like  to  give  treatment  to 
bring  the  temperature  down. 
The  normal  body  temperature 
is  98. 4F  (37C):  a  fever  would  be 
over99F(37.5C). 

What  causes  it? 

The  commonest  causes  are  viral 
upper  respiratory  infections 
such  as  a  cold  or  'flu. 

The  signs  are  variously  sore 
throat,  running  nose,  cough, 
sometimes  sore  eyes  or  ears, 
headache  and  feeling  awful. 
Specific  infections  such  as 
measles  or  German  measles 
produce  a  rash.  Other  more 
serious  infections  causing  fever 


are  pneumonia,  meningitis, 
septicaemia  (blood  infection, 
which  tends  to  occur  in  babies) 
or  exotic  infections  such  as 
malaria.  These  can  be 
recognised  as  follows :- 

1 . 1  Pneumonia  —  harsh  cough, 
rapid  breathing,  child  quite 
unwell,  not  eating,  may  vomit 

1 .2  Meningitis  —  headache, 
stiff  neck,  child  quite  unwell, 
not  eating,  may  vomit, 
sometimes  a  rash 

1.3  Septicaemia  —  usually  baby 
not  feeding,  may  vomit,  sleepy, 
not  responding  in  usual  way 

1.4  Malaria  —  recently  returned 
from  tropics,  high  temperature, 
headache 

Incidentally,  the  term 
"chest  infection"  normally 
means  pneumonia  though  it 
might  not  be  understood  in  that 
way  by  parents. 

When  should  a  child 
see  a  doctor? 

The  main  reasons  for  referral  to 
a  doctor  are: 

Very  young  child  (under  6 
months) 

High  temperature  (over  40C  or 
103F) 

Persistent  fever  (over  3  days) 
Child  unwell  —  not  eating,  not 
wanting  to  move  around  or 
walk 
Vomiting 

Symptoms  suggesting  one  of 
the  diseases  above 

Parents  may  readily  take  the 


should  not  do  so  more  often 
than  six  hourly.  Skin 
temperature  readings  are  less 
reliaole  than  mouth  or  axilla. 

What  should  be  done? 

If  the  warning  signs  above  are 
not  evident  and  the  picture 
suggests  a  cold  or  'flu,  the  child; 
should  be  treated  at  home.  The 
best  ways  of  bringing  the 
temperature  down  are  tepid 
sponging  (not  cold  water)  and  J 
paracetamol  (a  sugar  free 
preparation  is  advisable). 
Aspirin  should  be  avoided  in 
children  as  it  has  rare  toxic 
effects. 

An  antibiotic  is  not  indicated 
for  colds,  mild  sore  throats, 
'flu,  measles  or  German 
measles  as  these  are  all  viral 
infections. 

A  convulsion  may  occur 
purely  due  to  high  fever  in 
children  from  6  months  to  5 
years,  and  there  are  no  after 
effects.  In  such  instances  the 
doctor  should  be  called,  as  it  is  | 
necessary  to  establish  the  cause) 
and  exclude  meningitis.  Febrile, 
convulsions  can  be  prevented 
by  simply  bringing  the 
temperature  down. 

Cough  ; 

Cough  is  a  common  symptom 
in  children  though  worrying  to  | 
parents  who  may  associate  it 
with  a  chest  infection, 
pneumonia  orTB.  It  is 
particularly  disturbing  for  a 
family  if  it  occurs  at  night. 
However  most  coughs  are  not  | 
serious  and  may  be  treated  by 
the  parent  at  home. 

What  causes  it? 

Usually  a  viral  upper 
respiratory  infection  —  a  cold, 
'flu  or  measles.  Rare  causes  are; 
pneumonia,  whooping  cough, 
asthma  or  an  inhaled  foreign 
body  (eg  peanut),  which  can  be 
recognised  as  follows: 

2.1  Pneumonia  —  high 
temperature,  harsh  cough, 
rapid  breathing,  child  quite 
unwell,  not  eating,  may  vomit 

2.2  Whooping  cough  — 
recurrentbouts  of  coughing, 
child  has  difficulty  in 
breathing,  may  be  a  whoop 


temperature  themselves,  but 
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Bringing  a 
baby  home 

Health  visitors  have  an  important  role  in  helping 
young  mothers  through  the  uncertainties  of  the 
early  months  of  motherhood.  June  Thompson 
RGN  RM  RHV outlines  the  approach  a  health 
visitor  might  take  and  the  kind  of  practical  advice 
dispensed 


less  common  in  babies),  vomit 
after  coughing,  thick  sticky 
phlegm 

2.3  Asthma  —  dry  cough,  often 
at  night  or  after  running, 
wheeze,  may  be  dry  skin 
[eczema),  often  a  family  history 

2.4  Inhaled  foreign  body  — 
sudden  onset  while  eating  may 
lead  to  chronic  cough 

The  last  three  conditions 
above  may  lead  to  chronic 
rough  which  can  persist  for 
over  two  weeks. 

When  to  see  a  doctor? 

If  it  is  long  lasting  (over  two 
weeks)  or  if  the  child  has  a  high 
fever  or  is  generally  unwell;  a 
baby  under  one  year;  suspicion 
of  one  of  the  conditions  above. 

What  should  be  done? 

Simple  remedies  are  quite 
effective  —  extra  drinks, 
especially  honey  and  lemon, 
steam  inhalation  (especially  for 
irritant  cough  at  night), 
paracetamol  if  there  is  a  fever. 
Cough  medicines  are  best 
avoided,  they  don't  help  most 
children  and  may  suppress  a 
cough  which  is  designed  to 
prevent  phlegm  entering  the 
lungs.  Vapour  inhalations  are 
safer  and  often  effective. 
Antibiotics  are  not  required  in 
the  majority  of  cases  as  the 
infection  is  caused  by  a  virus. 

Diarrhoea 

Diarrhoea  is  a  common 
complaint  and  is  not  usually 
serious.  It  raises  anxiety  in 
parents'  minds  because  of 
thoughts  of  gastro-enteritis 
(which  is  in  fact  usually 
synonymous  with  diarrhoea) 
and  fears  of  dehydration,  but 
the  latter  is  readily  prevented 
by  appropriate  fluids  given  at 
home.  It  is  usually  infective  in 
origin,  and  short  lasting. 
Diarrhoea  means  both  loose  and 
'frequent  motions  —  more  than 
ithree  times  a  day.  It  is 
sometimes  associated  with 
tummy  pain  and  sickness. 

What  causes  it? 

Diarrhoea  is  normally  infective, 
although  eating  too  much 
plums  or  other  sugary  fruit  can 
lead  to  a  brief  attack  of  "the 
runs".  The  bug  is  usually  a 
virus  which  comes  in 
epidemics;  bacteria  may  also  be 
the  cause,  namely  salmonella 
(food  poisoning),  shigella 
(dysentery),  giardiasis,  or  more 
exotic  infections  such  as 
typhoid  or  cholera. 

When  to  see  a  doctor? 

The  main  risk  of  diarrhoea  is 
dehydration  which  occurs 
when  more  fluid  is  lost  in  the 
motions  than  is  taken  in  by 
mouth.  In  dysentery  there  is 
also  a  toxic  effect  with  high 
temperature  and  general 
malaise. 

Reasons  for  seeing  a  doctor: 
Infant  diarrhoea  lasting  more 
than  a  day 


Vomiting  for  more  than  a  day 
or  not  keeping  drinks  down 
Diarrhoea  over  three  days  in 
any  child 

Blood  in  motions  or  high 

temperature  (suggests 

dysentery) 

Signs  of  dehydration 

drowsy,  lax  skin,  sunken 

fontanelle  in  a  baby,  passing 

little  urine 

Child  recently  returned  from 
abroad 

What  should  be  done? 

Diarrhoea  itself  cannot  be 
treated,  unless  it  is  a  serious 
infection  such  as  dysentery, 
giardiasis  or  typhoid,  which 
needs  an  antibiotic.  Trivial 
infection  will  cure  itself  but  I  he 
child  must  be  protected  from 
dehydration  in  the  meantime 
particularly  a  young  child 
(under  two)  who  will  become 
dehydrated  more  quickly. 

The  most  important  pai  l  of 
the  treatment  is  to  give  drinks. 
This  could  be  a  solution  made 
up  with  Dioralyte  or  Rehidrat, 
or  a  salt  solution  made  by  the 
parents  (pinch  of  salt  and 
teaspoon  of  sugar  in  250ml 
water). 

Wheezing 

Wheezing  is  fairly  easily 
noticed  by  parents  of  young 
children  and  is  a  worrying 
symptom,  tending  tone 
associated  with  asthma  or 
bronchitis.  The  sound  can  be 
heard  coming  from  the  chest 
and  should  be  distinguished 
from  stridor  or  croup,  which 
comes  from  the  throat.  Stridor 
is  usually  worse  on  breathing  in 
while  wheeze  is  worse  on 
breathing  out. 

What  causes  it? 

Wheeze  is  caused  by  a 
narrowing  of  the  small  airways 
in  the  lungs  (bronchioles) 
either  as  a  result  of  muscular 
tightening  (bronchospasm)  or 
from  mucosal  swelling  in  the 
lining  of  the  airway.  When  a 
child  wheezes  repeatedly,  then 
he  or  she  has  asthma.  The 
bronchospasm  or  mucosal 
swelling  may  result  from: 

4.1  A  virus  infection 

4.2  Air  pollution  (eg  cigarette 
smoking) 

4.3  Allergy  (pollen,  dust  or 
animal  fur) 

4.4  exercise,  especially 
running 

Infection  often  causes 
wheeze  in  a  baby;  in  an  older 
child  it  is  more  likely  to  be  an 
allergy. 

When  to  see  a  doctor? 

Wheeze  itself  is  not  necessarily 
a  reason  for  seeing  a  doctor,  if 
the  child  is  undistressed.  If  the 
child  is  having  difficulty  in 
breathing  (rapid  breathing, 
pulling  in  of  ribs),  is  having 
feeding  difficulty  or  vomiting, 
or  is  pale  or  usually  sleepy, 
then  the  doctor  should  be 
consulted  and  the  underlying 
cause  determined  and  treated. 


Arriving  home  from 
hospital  with  a 
new  baby  can  be  a 
daunting 
experience  for 
many  mothers,  especially  if  the 
baby  is  her  first.  Nowadays,  if 
all  is  well,  mother  and  baby  are 
likely  to  be  discharged  home 
within  six  to  72  hours,  leaving 
little  time  for  a  new  mother  to 
learn  even  the  rudiments  of 
childcare  from  maternity  staff. 

Once  home,  however, 
professional  help  and  advice  is 
available  initially  from  the 
community  midwife  and, 
about  ten  days  after  the  baby's 
birth,  from  the  health  visitor. 
The  family  will  then  be  seen  by 
the  health  visitor  at  regular 
intervals  until  the  child  is  at 
least  five  years  old.  This  could 
be  in  the  home,  at  the  child 
health  clinic,  or  more  usually  a 
mixture  of  both.  It  is  during  the 
first  year  of  the  child's  life, 
however,  that  the  health  visitor 
usually  has  the  most  frequent 
contact  with  the  family. 

At  the  first  visit,  general 
advice  will  be  given  on 
babycare  such  as  keeping  the 
child  warm  without 
overheating,  sleeping  the  baby 
on  its  back  or  side  to  help 
reduce  the  risk  of  cot  death, 
and  on  the  importance  of 
sterilising  feeding  equipment 
and  basic  hygiene.  The  mother 
will  also  be  advised  about  the 
services  available  at  the  child 
health  clinic  such  as 
immunisation,  routine 
developmental  assessments, 
and  weighing.  Health 
education  such  as  home  safety 
will  also  be  discussed. 

Parents,  however,  know 
their  own  child  best,  and  it  is 


important  that  they  are 
encouraged  to  have  confidence 
in  their  ability  to  care  for  their 
i  hild,  and  if  they  feel  that 
something  is  wrong,  to  follow 
their  instinct  and  get  help. 

Feeding  problems 

Some  babies  have  more 
feeding  problems  than  others, 
but  infant  feeding  is  often  the 
mother's  biggest  worry. 
Generally,  if  a  baby  is  gaining 
weight  steadily,  is  contented 
and  appears  to  be  thriving  with 
bright  eyes  and  good  muscle 
tone,  the  mother  can  be 
reassured  that  the  baby  is 
getting  enough  milk. 

It  a  baby  appears  to  be 
hungry  or  is  not  gaining 
weight  the  healtfa  visitor  will 
check  the  amount  of  milk  given 
and  how  often,  and  it 
necessary  suggest  that  the 
amount  or  times  are  increased. 
In  the  case  of  breast  feeding, 
more  frequent  feeds  may  need 
to  be  given.  If  bottle  feeding, 
changing  the  brand  of  milk  is 
not  usually  the  answer  to  the 
problem  and  is  usually 
unnecessary. 

Adding  cereal  or  rusk  to  a 
bottle  is  strongly  discouraged, 
and  weaning  is  rarely  advised 
before  the  age  of  three  months. 
Mothers  are  also  advised  that 
the  only  milks  suitable  for 
babies  under  the  age  of  six 
months  are  infant  formulas, 
breast  milk  or,  if  prescribed  by 
a  doctor,  soya-based  formula 
null-  s 

One  problem  babies  often 
suffer  from  is  wind.  [  lere  a 
common  cause  is  too  small  a 
hole  in  the  teat,  preventing  the 
milk  flowing  out  freely.  The 
mother  is  usually  advised  to  try 
a  teat  with  a  larger  hole.  Not 
letting  the  baby  cry  for  too  long 
for  a  reed,  giving  a  teaspoonful 
of  boiled  water  before  a  feed, 
and  trying  alcohol-free  gripe 
water  may  also  be  suggested. 

Difficulties  with  feeding 
may  be  caused  by  oral  thrush, 
and  the  health  visitor  would 
check  for  this.  If  detected,  the 
mother  would  be  advised  to 
obtain  a  prescription  for  anti- 
fungal drops  for  the  baby  and 
Continued  on  p7 
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The  new  MaM  Soothers, 
efore  we  designed  them,  we  went 

to  the  dentist. 


MaM  have  re-designed  the  soother  with  total  safety  in  mind,  a  button  front,  ventilated 
shield,  and  orthodontic  latex  teat,  all  complying  with  the  highest  safety  standards. 

And  there's  a  choice  of  sizes,  designs  and  colours  to  please  every  customer. 

There's  MiniMaM  for  babies  up  to  six  months.  MaM  Soothers  for  older  babies. 
And  now  UltiMaM,  with  novel  graphics,  and  a  shield  designed  for  extra  comfort  with 

an  outwardly  curved  edge,  and  a  unique  dimpled  texture  inside  to  prevent  skin  irritation.  All  are  packed  in  high 
quality  transparent  storage  boxes  and  skillets. 

Ask  your  wholesaler  about  the  complete  MaM  Soother  range.  We  think  you'll  take  to  it  very  happily. 


MaM  (UK)  LTD  ,  ST1RCHLEY  1ND  EST.,  HAZELWELL  ROAD,  STIRCHLEY,  BIRMINGHAM  B30  2PF.  TEL:  021-459  4304.  FAX:  021-459  4388. 


Continued  from  p5 

cream  tor  her  nipples  if  breast 
feeding. 

Colic  is  also  a  common 
problem  during  the  first  three 
months  of  life,  although  the 
health  visitor  will  first  want  to 
exclude  other  more  serious 
reasons  for  any  apparent 
abdominal  pain,  and  will  refer 
to  the  doctor  if  necessary.  If  the 
baby  is  suffering  from  colic,  the 
health  visitor  will  discuss  the 
management  with  the  mother, 
and  suggest  she  tries  soothing 
rhythmic  movement  such  as 
rocking,  gentle  bouncing  or  a 
car  ride.  Giving  a  dummy,  and 
trying  infant  colic  drops  or 
fennel  or  camomile  tea  may 
also  be  suggested. 

Skin  problems 

During  a  baby's  early  days, 
skin  marks  or  rashes  are 
common  and  can  cause 
mothers  a  lot  of  anxiety. 
Mothers  will  be  reassured  that 
spots  such  as  milia,  or  skin 
blotches  will  clear  up 
eventually  and  should  be  left 
alone.  If  a  rash  is  caused  by 
chaffing  or  dribbling,  a  barrier 
cream  will  be  recommended. 
Baby  oil  or  an  emulsifying 
ointment  will  be  suggested  for 
dry  skin. 

For  prickly  heat,  reducing 
the  baby's  clothing,  bathing  in 
cool  water  and  applying  a 
soothing  lotion  such  as 
calamine  will  be  advised.  If  a 
rash  is  severe  or  infected  the 
mother  would  be  advised  to 
seek  advice  from  the  doctor  or 
pharmacist. 

Although  most  babies  get  a 
nappy  rash  from  time  to  time, 
many  mothers  feel  guilty  about 
this  and  need  reassurance. 
Mothers  will  be  advised  to 
change  the  wet  or  soiled  nappy 
frequently,  always  to  cleanse 
the  area  and  dry  thoroughly, 
and  to  expose  trie  skin  to  air  as 
often  as  possible.  A  barrier 
cream  will  also  be  advised  for 
prevention  and  treatment.  If 
candidiasis  is  suspected  or  the 
rash  is  infected,  the  mother 
will  be  referred  to  her  GP. 

Cradle  cap  is  also  a  common 
problem  in  the  first  six  to  12 
months.  The  mother  will  be 
advised  to  soak  the  crusts 
overnight  with  an  oil  such  as 
olive  oil  or  babv  oil,  and  then  to 
wash  the  hair  daily  with  a  baby 
shampoo  or  a  cradle  cap 
shampoo  until  the  crusts  are 
removed. 


Vomiting  and 
diarrhoea 

Vomiting  would  need  to  be 
distinguished  from  possetting 
milk  which  many  babies  do 
after  a  feed  and  is  normally  of 
no  consequence  to  the  baby's 
health.  If  a  baby  was  bringing 
up  large  amounts  of  feed,  the 
vomiting  was  projectile,  or  a 
small  baby  had  vomiting  and 
diarrhoea',  the  mother  would 
be  advised  to  call  the  doctor 
immediately. 

In  general,  if  a  child  had 
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diarrhoea  or  vomiting  the 
mother  would  be  advised  to 
stop  all  milk  and  solid  food  for 
12-24  hours,  except  breast 
milk,  and  to  give  an  oral 
rehydration  mixture  or  clear 
fluids.  If  the  svmptoms 
persisted  or  there  were  signs  of 
dehydration  she  would  be 
advised  to  call  the  doctor  (see 
also  p5). 

Constipation 

If  the  mother  thought  that  the 
baby  was  constipated,  the 
health  visitor  would  check  the 
constituency  and  frequency  of 
the  stools.  It  the  stools  were 
soft,  the  mother  w  ould  be 
reassured  that  a  daily  motion 
was  not  essential,  and  the  babv 


was  not  constipated.  If  the 
baby  was  passing  hard,  dry 
stools,  giving  extra  boiled 
water  or  fruit  juice  such  as 
prune  juice  would  be 
suggested.  If  the  problem 
persisted  the  baby  would  be 
referred  to  the  doctor. 

Coughs  and  colds 

Some  babies  seem  to  have 
almost  permanent  snuffles  for 
the  first  few  months  of  life 
without  causing  any  problems, 
but  mothers  may  need 
reassurance.  The  main 
problem  with  colds  in  voung 
babies  is  that  a  blocked  nose 
mav  prevent  nasal  breathing 
and  may  therefore  cause 
feeding  difficulties.  Mothers 


will  be  advised  to  obtain 
decongestant  nasal  drops  from 
the  doctor  if  necessary,  out  will 
be  reminded  that  these  should 
only  be  used  for  a  few  days. 
Raising  the  head  of  the  c.  ot  to 
help  breathing  or  a  cough  may 
also  lie  advised. 

It  the  child  is  feverish  the 
mother  will  be  advised  to  keep 
the  child  cool  by  reducing  the 
clothing,  and  bathing  or 
sponging  with  lukewarm  water 
it  necessary  to  reduce  the 
temperature.  She  will  also 
need  to  give  plenty  of  fluids 
and,  it  appropriate, 
paracetamol  syrup. 

It  the  child  is  obviouslv  ill,  is 
having  breathing  dillu  ulties, 
or  remains  feverish  after  taking 
measures  to  reduce  the 
temperature,  the  mother  will 
be  advised  to  contact  the 
doctor  immediately.  She  will 
also  be  advised  to  call  the 
doctor  if  the  baby  is  crying 
inconsolably  for  no  apparent 
reason,  appears  to  be  in  pain, 
keeps  refusing  feeds,  or 
appears  to  have  an  ear 
infection. 

Mother's  health 

After  the  birth,  very  often  the 
attention  that  the  expectant 
mother  received  from  people 
about  her  own  health  and  well 
being  is  now  focused  on  the 
baby.  She  may  also  feel  that 
her  own  health  is  secondary, 
and  be  diffident  about 
discussing  it.  The  health  visitor 
will  therefore  be  alert  for  any 
problem  and  encourage  the 
mother  to  talk  about  herself. 
She  will  advise  her  to  try  to  get 
as  much  rest  as  possible,  and 
that  housework  should  be  a 
low  priority.  The  importance  of 
trying  to  find  time  to  do  post- 
natal exercises  and  eating  a 
good  diet  will  also  be  stressed. 

It  the  lochia  (discharge  from 
the  vagina  following  birth)  is 
still  heavy  or  offensive,  she  will 
be  advised  to  see  the  doctor. 
Sometimes  haemorrhoids  mav 
be  present  and  the  mother  will 
be  advised  about  measures 
such  as  avoiding  constipation, 
cold  compresses  and  using  a 
haemorrnoid  preparation.  For 
constipation,  she  will  be 
advised  to  eat  a  high  fibre  diet, 
drink  plenty  of  fluids  and  to 
take  a  gentle  laxative  if 
necessary. 

Perineal  pain  is  also  a  real 
problem  for  many  women  after 
an  episiotomy  (a  surgical 
incision  of  the  vulva  to  prevent 
laceration  at  the  time  of 
delivery).  Measures  such  as  ice 
packs,  a  rubber  air  ring,  arnica 
cream  or  pain  killers  will  be 
suggested. 

The  health  visitor  will  also 
be  alert  for  signs  of  post-natal 
depression  such  as  tearfulness 
or  indifference  to  the  baby.  If 
this  is  suspected  she  will  refer 
the  mother  to  the  doctor,  give 
her  extra  support,  and  if  the 
mother  agrees,  put  her  in 
contact  with  a  support  group 
such  as  the  Association  for 
Post-Natal  Illness. 


STATISTICS 


In  1990  FSA  Ltd  launched  a  neiv  consumer  audit  which  had  been  developed  with  the  main  bah/ 
products  manufacturers  over  the  previous  two  years.  Here,  the  company  outlines  the  service  it  provides 

and  gives  another  view  of  the  babycare  markets 

Consumer  trends 


FSA  Ltd  believed  there 
was  a  need  to  produce 
a  large  scale  reliable 
consumer 
measurement  that 
could  be  used  to  complement 
Nielsen  data  by  providing 
market  and  brand  share  trends 
across  the  whole  market. 

It  was  to  cover  all  retail 
sectors  including  Boots, 
Superdrug,  Toys  'R'  Us, 
Children's  World,  clinics  and 
home  delivery.  The 
manufacturers  also  needed  to 
have  brand  shares  by  named 
account  and  by  their  own 
defined  sales  regions. 

The  new  service  delivers  all 
of  this  and,  with  an  annual 
sample  size  of  36,000  mothers, 
overcomes  most  of  the 
sampling  error  problems  that 
have  affected  previous 
attempts  to  measure  the  baby 
markets  via  the  consumer. 

Being  a  consumer  audit  it  is 
also  possible  to  measure 
attitudes  and  behaviour  in  such 
areas  as  shopping,  media 
consumption,  feeding 
behaviour,  attitudes  to  value 
and  nutrition  etc.  C&D  will  be 
reporting  some  of  those  top  line 
changes,  together  with  market 
sizes  and  trends  across  the 
whole  market. 

The  baby  markets  continued 
to  grow  throughout  1991  partly 
due  to  an  increase  in  the 
number  of  births  and  partly 
due  to  mothers'  willingness, 
even  in  these  times  of 
recession,  to  spend  more  on 
their  babies. 

Market  estimates  1991 

at  prices  paid  by  consumers  £m 


Sterling  shares  by  retail  sector  by  market 


Disposable  nappies 

420 

Baby  foods 

105 

Infant  milks 

100* 

Baby  wipes 

45 

Baby  toiletries 

45 

Baby  medicines 

34 

Baby  drinks 

30 

Specialist  baby  creams 

17 

Sterilants 

10 

Rusks 

8 

All  pharmacy 
including 
Boots 

Grocers 

All  other 
outlets 

Disposable  nappies 

30% 

45% 

25% 

Foods 

42% 

49% 

9% 

Milks 

46% 

31% 

23% 

Wipes 

40% 

42% 

18% 

Toiletries 

44% 

34% 

22% 

Medicines 

83% 

10% 

7% 

Drinks 

52% 

38% 

10% 

Specialist  baby  creams 

68% 

11% 

21% 

Sterilants 

43% 

37% 

20% 

Rusks 

39% 

53% 

8% 

6m/eDec.  '91 

Source  FSA 

very  well).  Not  only  did 
grocery  sales  of  nappies  jump 
by  over  20  per  cent  in  sterling 
and  nearly  a  third  in  numbers 
of  nappies,  there  was  also  a 
marked  effect  on  other  baby 
markets,  particularly  those 
where  grocery  were  already 
strong  such  as  foods  and 

Baby  products 

Outlet  shares  by  age  of  baby 


wipes.  Now  that  nappy  prices 
appear  to  be  increasing  again  it 
is  critical  to  independent 
pharmacies'  baby  business  in 
total  that  they  try  to  win  back 
some  of  the  nappy  sales  lost  last 
year. 

Flackett  Stevens  &  Associates  Ltd 
may  be  contacted  on  071-792  2601. 


FSA  top  15 
companies 
(alphabetical  order) 

Boots  •  Cow  &  Gate  • 
Crookes  •  Heinz  •  J&J  • 
Milupa  •  Peaudouce  • 
Procter  &  Gamble  • 
Robinsons  •  Sainsbury  • 
Scott  •  SMA  •  Smithkline 
Beecham  •  Swaddlers  • 
Tesco  •  Tosara  •  Wellcome 


Breast  feeding  by 
TV  region 

On  average  65  per  cent  of 
mothers  initially  breast  feed 
their  babies  but  there  are  large 
regional  variations. 

Initially 
Breast 
Feeding 


0-3 
months 

4-12 
months 

13-30 
months 

Total  pharmacies 
(including  Boots) 

44% 

41% 

36% 

Total  grocers 

32% 

39% 

42% 

Home  delivery 

4% 

5% 

7% 

All  other  outlets 

20% 

15% 

15% 

6  m/e  Dec  1991 

Source  FSA 

TVS 

71% 

TSW 

71% 

Anglia 

70% 

Thames/LWT 

69% 

Yorkshire 

63% 

Harlech/HTV 

62% 

Scotland/Border/ 

62% 

Grampian 

Central 

60% 

Granada 

59% 

Tyne  Tees 

55% 

National 

65% 

4  m/e  Dec. 

'91  Source  FSA 

Weaning  uncertainties 


Mothers  are  confused  about 
weaning  and  94  per  cent 
want  more  information 


Note:  Sales  for  children  over  30 

months  old  not  included 

*  Milk  sales  exclude  subsidies  through  § 

clinics 

The  second  half  of  1991  was  < 
marked  by  the  "Nappy  price  ■== 
war' '  which  had  a  devastating  "s 
effect  on  the  baby  market  sales  » 
of  independent  pharmacists  1 
(although  Boots  sales  stood  up  <3 


about  what  they  should  be 
doing,  recent  research  has 
shown. 

Seven  out  of  10  of  the 
300  mothers  surveyed  felt 
their  babies  were  eating  a 
balanced  diet,  but  further 
questioning  revealed  that 
the  diets  were  not  as  good 
as  they  should  be.  Four- 
fifths  believed  they  were 
giving  enough  iron  yet 
other  studies  have  shown 
that  up  to  one  in  six 
children  in  Britain  suffer 
from  iron  deficiency. 

The  survey,  carried  out 
by  Research  Quorum  on 
behalf  of  SMA  Nutrition, 
found  that  76  per  cent  of 
mothers  thought  weaning 
should  start  around  3-4 
months  of  age  but  about  a 


quarter  introduced  solids 
too  early  at  0-2  months, 
mostly  because  they  did  not 
think  milk  was  enough. 

The  mothers'  most 
common  source  of 
information  about  weaning 
was  the  health  visitor  (76 
per  cent)  followed  by  books 
and  information  packs. 
(Pharmacists  were  not  on 
the  list  of  options). 

SMA  Nutrition  are 
holding  a  series  of  one-day 
seminars  on  weaning  at  11 
different  venues,  between 
April  28-June  18  (fee  £4). 
Pharmacists  are  welcome  to 
attend;  details  from  George 
Rivas,  department  of 

Kostgraduate  education, 
laidenhead,  Berks  SL60 
PH. 
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IN  THE  BABY  DRINKS  MARKET 


SPtCIAUV  BLENDED  FOR  BABIES  AND  10DDLERS      Y  ^<">"> «»  BABIES  AND  I0DDLERS 

Apple  &  Cherry  C     Apple  &  Orange 
Juice  Juice 


SPECIAllV  BLENDED  EOS  BABIES  AND  TODDLERS 

Apple,  Plum  & 
Orange  Juice 
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SPECIALLY  BLENDED  EOS  BABIES  AND  TODDLERS 

Pear  &  Pineapple 
Juice 


SPECIALLY  BLENDED  FOR  BABIES  AND  TODDLERS 

Apple  & 
Blackcurrant  Juice 


THERE'S  ONLY  ONE  BRAND  LEADER 


V  Delrosa"^ 


AND  ONLY  ONE  BRAND  IS  IN  ALL 

THREE  SECTORS 


Ne&ElderflowerljJ        :-"ge& Camomile  Fl^; 


APPte  &  Mint  Flavour 

jUSIAOD*"19 


MPple  &  Fennel  Flavour 

hist»»#* 


O  IT'S  OBVIOUS  WHICH  ONE  TO  STOCK. 


In  the  fast-growing  baby  drinks  market,  one 
and  stands  head-and-shoulders  above  the  rest. 
Robinsons. 

And  with  record  levels  of  promotional  activity 
nned,  that's  the  way  we  intend  to  stay. 

irce:  Independent  Panel  Data  1991. 


THE  TASTE  OF  SUCCESS 


MARKETING 


The  own  label  factor 

Own  label  lines  have  been  an  accepted  part  of  the  retail  mix  for  years.  In  independent  pharmacies  babycare 
lines  make  up  the  largest  own  label  sector  and  in  many  cases  leave  the  shelves  considerably  faster  than 

their  branded  equivalents. 


Own  label  babycare 
first  made  its 
appearance  in 
independent 
pharmacy  over  15 
years  ago.  Baby  toiletries  were 
the  first  lines  introduced  into 
the  Vantage  range,  while 
Unichem  targeted  the  bottom 
end  of  the  market  with  baby 
pants.  But  in  both  cases  the 
motives  were  the  same:  the 
wholesaler  was  tempted  by  the 
high  sales  volumes  and  the 
chance  to  tie  in  the  retailer  with 
an  improved  service;  the 
retailer  saw  an  improved 
margin  and  the  consumer 
benefited  from  a  keener  price. 

Own  label  has  now  grown 
to  such  an  extent  that  in  many 
areas  it  outsells  the  branded 
competition.  Unichem's 
marketing  controller  Janice 
King  reveals  that,  excluding 
nappies,  seven  out  of  10  of 
Unichem's  top  selling  babycare 
products  last  year  were  own 
label.  If  nappies  are  included 
19  out  of  the  wholesaler's  top 
50  baby  lines  are  own  label. 
Unichem  claim  to  have  the 
fastest  selling  baby  wipes,  baby 
oil  and  lotion,  sterilising  tablets 
and  cotton  buds  in  pharmacies. 

The  main  thrust 

AAH  marketing  manager 
David  Watkinson  tells  a  similar 
story.  A  growing  number  of 
Vantage  pharmacies  do  not 
stock  a  branded  range,  and  in 
many  shops  own  label  outsells 
the  brands,  he  says. 

In  the  early  days  own  label 
was  very  much  a  case  of 
producing  me-too  products. 
That  is  still  the  main  thrust,  but 
for  how  much  longer?  Major 
retailers  such  as  Boots  and 
Mothercare  have  developed 
products  with  their  own  USPs. 
Vantage  has  just  about  reached 
that  point,  claims  Mr 
Watkinson.  There  is  Vantage 
disposable  bib  which  does  not 
have  a  readily  identified 
branded  equivalent.  It  is  a  sign 
of  maturity  in  the  range. 

Even  sectors  which  are 
currently  bastions  of  brand 
loyalty  are  no  longer 
considered  to  be  "no  go". 
Foods  and  drinks  are  markets 
under  consideration,  says  Mr 
Watkinson,  but  not  baby  milks, 
which  are  a  different 
proposition.  There  is  already  a 
Vantage  own  label  orange 
juice.  'We  have  looked  at 
foods  on  a  number  of  occasions 
but  are  waiting  until  our  range 
is  sufficiently  mature.  The 
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'entry  fee'  is  higher  in  this 
sector  —  you're  talking  about  a 
large  range  of  flavours  and 
products  with  a  limited  shelf 
life,"  he  says. 

To  sell  own  label 
successfully  retailer  confidence 
in  the  quality  of  the  product 


needs  to  be  maintained.  It  is 
not  unusual  to  change  part  of 
the  product  specification  on  a 
two  to  three  year  cycle.  This  is 
amply  evident  in  pharmacy 
own  label  at  present. 

In  the  past  two  years  all 
Unichem  s  baby  toiletry  lines 


have  been  repacked  and  re- 
sourced. Numark  are  currently 
undergoing  the  same  process. 
Most  own  label  nappies  have 
been  through  three  or  four 
redesigns  in  recent  years  in  an 
effort  to  keep  competitive  with 
branded  innovations. 

However,  once  a  retailer's 
"confidence  in  own  label  has 
been  established,  new  lines  are 
rapidly  accepted.  Any  retailer 
is  wary  of  new  products,  says 
Mr  Watkinson.  "We  overcame 
that  phase  quickly.  Putting 
more  products  into  own  label 
quickly  allows  confidence  to 
build  up."  AAH  introduced 
baby  lotion  wipes  last  year, 
and  sales  from  wholesale 
depots  reached  the  break  even 
point  within  two  months. 

Babycare  accounts  for  17  per 
cent  of  Unichem's  total  own 
label  sales.  As  a  percentage  of 
OTC  sales,  stripping  out  the 
medical  lines,  it  rises  to  31.6 
percent.  Excluding  cotton 
wool,  sales  reached  £4  million 
last  year,  two  thirds  of  this 
made  up  of  nappy  sales.  There 
are  now  over  50  lines,  although 
a  full  range  has  been  offered 
for  about  seven  years. 

"There  have  not  really  been 
areas  we  have  dropped  out 
of,"  says  Janice  King.  "The 
original  baby  pants  may  be 
slow  sellers  now,  but  we  see 

Continued  on  pl2 


Numark  roll  out  new  look  range 


Numark  have  plans  for  their 
baby  products  this  year.  A 
distinctive  range  of  themed 
products  is  to  be  rolled  out 
during  the  year. 

The  first  of  the  new 
introductions,  Ultra  Dri  Plus 
disposable  nappies,  became 
available  in  February.  This 
super-absorbent  product 
complements  the  existing 
budget  priced  Numark  Ultra 
disposable.  Features  include  a 
frontal  target  tape  which  allows 
the  nappy  to  be  opened  and 
refastened,  an  elastic  foam 
waistband  and  four  strand  leg 
elastic. 

Available  in  four  variants  — 
newborn,  infant,  toddler  and 
child  —  the  nappies  are  not 
gender  specific.  The  two  larger 
sizes  come  in  10s  or  20s  and  the 
smaller  in  20s  only. 

The  next  new  products  in 
the  pipeline  are  available  this 
month.  They  are  sterilising 
fluid  (600ml  £0.99)  and  tablets 


(56  £1 . 25)  and  nappy  sacks  (50 
£0.99).  Packaging  will  carry  the 
green  Numark  logo  and 
cartoons  by  the  book  illustrator 
Stephen  Cartwright  who  now 
has  more  than  70  titles  to  his 
credit. 

The  cartoon  concept  was 


tested  in  consumer  research 
and  the  result  so  good  that  he 
was  commissioned  to  illustrate 
the  whole  range,  says  Numark 
marketing  manager  Trevor 
Davies.  More  products  are  to  be 
introduced  in  the  coming 
months. 


UltiaDvi  PUv 


Ultra  Dri  Plus 
20  NAPPIES 
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PHARMAX 


HEALTHCARE 


Sudocrem 


ANTISEPTIC  HEALING  CREAM 

Napkin  Rash.  Eczema.  Bed  Sorei 
;"«  Surface  Wounds.  Sunburn.  Chilblains,  Minor  5. 


■■••ci  O'JT  OF  REACH  Of  CHIIDH6M  | 


The  fastest  mover  in  the  market 

In  the  past  year,  Sudocrem  has  reached  more  bottoms 
than  ever  before.  It  now  holds  over  50%*  of  the 
branded  nappy  rash  market  -  outselling  all  other 
brands  put  together,  and  it's  still  growing. 

Sudocrem  treats  and  prevents  nappy  rash,  so  it's 
always  in  demand.  That's  why  you  need  the  full  range 
of  sizes,  (60g,  125g,  250g  and  400g),  to  encourage 
customers  to  try,  and  then  to  trade  up  to  the  large 
sizes  -  giving  you  the  biggest  returns. 

With  Sudocrem's  massive  share,  increased  promotional 
support  and  professional  recommendation,  you  simply 
can't  stock  a  more  popular  brand. 


BOURNE  ROAD  BEXLEY  KENT 


PHARMAX 


HEALTHCARE 


DA5  1  NX  TELEPHONE  0322  550550 
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own  label  as  also  providing  a 
service.  Sundries  lines  have  a 
place.  It  might  be  difficult 
sourcing  such  lines  elsewhere, 
or  customers  might  have  to  pay 
through  the  nose  for  them.' 

The  margin  on  own  label 
baby  toiletries  varies  from 
30-40  per  cent,  hence  its 
attraction  to  the  retailer.  What 
the  wholesaler  makes  is  a 
closely  guarded  secret,  but 
Janice  King,  without 
answering  the  question 
directly,  says:  '  We  have  to 
give  ourselves  a  17  per  cent 
margin  at  least  as  a  wholesaler 
as  that  is  what  we  give  away  as 
discount  with  orders  of  25  or 
more  cases." 

But  what  do  manufacturers 
think  of  this  gradual  erosion  of 
their  position?  More  and  more 
companies  are  aware  of  the  fact 
that  they  have  little  option  but 
to  contract  manufacture,  if  only 
to  keep  manufacturing 
volumes  at  an  economic  level. 
The  domination  of  the  big  retail 
multiples  in  buying  power  over 


the  past  decade  has  given  them 
no  choice,  says  Janice  King, 
although  American  firms  are 
"less  progressive"  in  this  area. 

Own  label  has  increasingly 
featured  in  promotional 
programmes.  AAH  have 
tended  to  advertise  the 
Vantage  range  rather  than 
products,  says  David 
Watkinson,  although 
consumer  activity  has  been 
taken  on  certain  lines,  the 
Walton  sextuplets  campaign 
being  an  example.  "We 
promote  the  brand  and  that 
brand  is  independent 
pharmacy,"  he  says. 

Unichem's  campaign  this 
year  is  on  a  par  with  a  major 
promotion  from  a  branded 
manufacturer  (see  below). 

Own  label  has  gradually 
evolved  into  own  brand,  a  fine 
distinction  perhaps,  but  one 
which  now  provides  many 
pharmacies  with  the 
alternative  to  the  leading 
brand. Secondary  brands  are 
likely  to  find  it  increasingly 
hard  to  gain  shelf  space. 


Vantage  Babycare  Profile 

•  In  1991,  the  sales  figure  for  the  Vantage  own  label  babycare  range 
accounted  for  35  per  cent  of  the  total  Vantage  own  label  products  range 
sales. 

•  The  Vantage  babycare  range  can  be  broken  down  into  four 
segments: 

 % 

All-in-one  nappies  &  cleansing  requisites:  66.1 


Feeding  requisites: 


Nursery  requisites: 


Toiletries: 


7.2 
11.4 
15.3 


•  Vantage  own  label  nappies  are  the  number  two  brand  within 
Vantage  pharmacies  (Pampers  Phases  being  No.  1). 

•  Vantage  own  label  toiletries  outsell  all  branded  products  within 
Vantage  pharmacies  by  3:1.  (7:1  when  on  promotion). 

•  Growth  in  1991  reached  27  per  cent. 

Unichem  schemes  for 
Baby  Bonus 

Unichem  are  running  a  two 
part  promotion  on  their  own 
tabelbaby  range  this  year. 

Until  the  end  of  March 
the  trade  is  being  offered  up 
to  30  per  cent  discount  on 
orders  of  20  or  more  outers 
from  the  range.  In  May  the 
consumer  part  of  the 
promotion  starts  and  will 
run  until  October. 

Pharmacies  taking  up 
stock  from  the  first  half  of 
the  promotion  will  be 
identified  in  200,000 
booklets  being  inserted  in 
the  June  issues  of  Mother  & 
Baby  and  Parents  magazine. 
The  booklets  carry  details  of 
the  Baby  Bonus  scheme  and 
an  overview  of  the  range.  By 
collecting  proofs  of 
purchase  mothers  can 
redeem  them  against  a 
range  of  educational  or 
other  useful  items:  six 
tokens  will  buy  a  Ladybird 
book,  while  the  top  offer  is 


three  month's  nappy  supply. 

Posters  and  50  copies  of 
the  booklet  will  be  supplied 
to  pharmacies,  who  will  also 
be  eligible  to  enter  a  display 
competition  with  ten  prizes 
of  £250. 

January's  sales  of  baby 
toiletries  and  sundries  were 
up  32  per  cent  compared  to 
17  per  cent  in  own  label 
generally,  say  Unichem. 


This  is  spelt  out  on 
Numark's  latest  babycare 
planogram:  "...  most  product 
group  areas  are  dominated  by  a 
brand  leader  and  own  label. . . 
J&J  baby  powder  has  a  70  per 
cent  unit  share  with  own  label 
principally  accounting  for  the 
remainder. . .  Baby  skincare  is 
dominated  by  J&J  brands  with 


approximately  67  per  cent  unit 
snare,  own  label  taking  the 
remaining  30  per  cent. 

Own  brand  will  inevitably 
become  more  sophisticated. 
Promoted  with  increasing 
vigour  it  will  also  form  an 
increasing  percentage  of  sales. 
Eventually  it  might  become  a 
brand  in  its  own  right. 


STATISTICS 


Grocers  overtake 


rocers  have 
overtaken 
pharmacies  in  all 
sectors  of  baby 
business  in  which 
the  two  compete,  according  to 
the  latest  figures  from  Nielsen. 

Even  babymilks,  in  which 
pharmacies  were  ahead  early 
last  Summer,  have  succumbed 
and  grocers  now  claim  51.5  per 
cent  of  the  market.  But  milks 
are  still  important  to 
pharmacies.  Nielsen  research 


shows  that  they  are  worth  £317 
a  month  to  the  average  multiple 
and  £172  to  the  independent. 

Baby  napkins  acount  for  the 
most  sales  and  are  worth  as 
much  as  £628  per  month  to  the 
average  multiple. 

Moist  baby  wipes  was  the 
sector  showing  most  growth 
last  year  (a  17.5  per  cent 
increase),  followed  by  wet 
foods  (up  16.5  per  cent)  and 
nappy  rash  treatments  (up  15.4 
per  cent). 


1)  Market  sizes  in  pharmacies  (excluding  Boots).  MAT 
to  November/December  91 

ND91£         %  change 


Baby  napkins 


52.7m 


1.6 


Wet  foods 


12.7m 


+  16.5 


Dry  foods 


7.4m 


+  11.8 


Infant  cereals 


4.0m 


+  2.3 


Baby  milks 


25.3m 


+  12.3 


Infant  drinks 


4.7m 


1.8 


Sterilising  products 


1.9m 


+  11.0 


Nappy  rash  treatments 


6.2m 


+  15.4 


Moist  baby  wipes 


4.7m 


+  17.5 


Baby  bath  additives 


1.4m 


+  8.6 


Baby  rusks 


1.6m 


-  1.8 


2)  Share  of  trade  by  outlet.  MAT  to  Nov/Dec  91 


Pharmacies  Grocers 

Baby 

napkins 

28.8%  71.2% 

Wetl 

oods 

26.8%  73.2% 

Dry  t 

ood< 

40.0%  60.0% 

Infant  cereals 

34.6%  65.4% 

Baby 

milks 

48.5%  51.5% 

Infant  dri 

nks 

34.0%  66.0% 

Sterilising  products 

34.2%  65.8% 

Nappy  rash  treatments 

100%  N/A 

Moist  baby  wipes 

19.4%  80.6% 

Baby  bath  additives 

17.2%  82.8% 

Baby 

rusks 

24.7%  75.3% 

3)  Cash  rate  of  sale  in  sterling,  independent  and  multiple 
pharmacies  for  ND91.  (Average  sales  per  average  sized 

store  per  month  in  £). 


Multiples  Independents 


Baby  napkins 


628.4 


257.5 


Wet  foods 


177.6 


85.4 


Dry  foods 


112.3 


52.9 


Infant  cereals 


59.5 


25.9 


Baby  milks 


317.6 


172.9 


Infant  drinks 


61.5 


28.9 


Sterilising  products 


27.4 


11.8 


Nappy  rash  treatments 


67.1 


48.3 


Moist  baby  wipes 


64.2 


29.3 


Baby  bath  additives 


2.3 


0.9 


Baby  rusks 


21.4 


11.6 
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Source:  Nielsen  Retail  Index 
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Spring 
Vegetables 


One-up  on  the  competition. 


The  No  1  dry  babyfood  in  the  pharmacy  sector  is  still  Milupa 
Infant  Foods  with  growing  sales  and  a  61%  share  of  the  market.* 

And  with  a  £6  million  support  programme  for  1992  including 
national  television,  we're  sure  to  end  tip  on  top  again. 

So,  if  you  want  to  be  one-up  on  the  competition 
make  sure  we're  in  prime  position. 


'  Sour  r  At .  Nielsen  Ti  ital  Phai  mat  \  \-  months  to  Dree m her  1 991 


milupa 

INFANT  FOODS  • 

The  No  1  dry  babyfood. 


>ee  your  representative  or  ring  our  Sales  Department  on  081-573  9966.  Milupa  Ltd,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  L'BIO  ONE. 


But . . . 

MORE 

ads  -  all  in  full  colour  in  leading  womens 
and  baby  journals  providing 

MORE 

opportunities  for  young  mums  with 
children  between  1-6  years  of  age  to 
see  a  Medised  ad,  not  just  once  but 
several  times  over,  which  means 

MORE 

support  for  you,  more  reason  to 
display  Medised  point  of  sale 
material  on  your  counters,  shelves 
and  in  your  windows.  More  profits 
when  you 

ORDER  MORE 
MEDISED 

-  because  Panpharma  also  supports 
you  with  very  rewarding  bonuses. 
Contact  your  Panpharma  representative 
or  phone  081  561  8774  now! 
Need  we  say  more? 


panpharma 


Panpharma  Limited 
Hayes,  Middlesex,  UB4  OJN 


Medised 

Soothing  pain  relief 


Medised 

Soothing  pain  relief 

Gently  reduces  temperature; 
relieves  toothache,  headache, 
sore  throat,  feverish  colds  &  flu. 


FOR  CHILDREN  3  MONTHS-12  YEARS 


NUTRITION 


The  Government 's  Committee  on  Medical  Aspects  of  Food  Policy  ( COMA)  recently  set  up  a  working 
group  to  look  at  infant  weaning  and  to  report  in  1993.  One  of  the  dietitians  on  the  group,  Dr  Margaret 
Lawson,  gives  her  personal  views  of  some  problem  areas  and  how  they  can  be  resolved 

Weaning  ways 


ne  of  the  main 
nutritional 
problems  of 


O toddlers  is  iron 
deficiency  and 
his  may  stem  partly  from  poor 
veaning  practices. 

"Unless  you  use 
:ommercially  prepared  foods, 
vhich  are  supplemented,  it's 
iifficult  to  give  a  baby  enough 
ron,"  says  Dr  Margaret 
^awson,  head  of  dietetic 
services  at  Great  Ormond 
street  Hospital  for  Sick 
Children.  'Babies  should  be 
encouraged  to  eat  iron- 
:ontaining  savoury  foods 
.vhen  solids  are  first  offered." 

One  factor  which  may  he 
:ontributing  to  iron  deficiency 
s  the  move  away  from  red 
neat.  Fish  and  chicken,  which 
amilies  are  tending  to  prefer 
because  of  their  low  fat 
:ontent,  do  not  provide  as 
nuch  iron.  And  liver,  another 
»ood  source,  does  not  rate 
lighlv  in  many  family  diets. 

Iron  deficiency,  which  is 
most  prevalent  in  pre-school 
children,  is  unlikely  to  occur  if 
j  baby  is  kept  on  breast  milk, 
an  infant  formula  or  follow-on 
milk  until  it  is  at  least  a  year  old 
and  then  eats  a  balanced  diet. 
Babyfeeding  experts  are 
increasingly  emphasising  the 
oenefits  of  giving  breast  milk  or 
a  formula  milk  rather  than 
cows'  milk  for  the  first  12 
months  of  life. 

"Babies  drinking  a  pint  of 
formula  milk  a  day  should  get 
an  adequate  intake  of  iron  as 
well  as  vitamins,"  says  Dr 
Lawson.  "Only  babies  older 
than  six  months  who  are  on 
cows'  milk  need  to  take 
supplements  of  vitamins  A,  D 
and  C." 

But  making  sure  the  baby 
has  a  balanced  diet  can  be 
difficult.  "1  have  known  two- 
year-olds  who  will  eat  nothing 
but  mashed  potatoes  and 
custard,  andthis  maybe 
attributed  to  poor  weaning. 
The  mother  should  be  advised 
to  persevere  with  savouries 
and  only  when  these  have 
been  eaten  should  she  give 
sweet  foods.  Babies  as  young 
as  eight  months  can  soon  learn 
to  clamp  their  lips  until  they 
see  something  better 
appearing!" 

Weaning  should  start  at 
four  to  six  months  of  age, 
beginning  with  small 


quantities  of  something  bland 
such  as  baby  rice.  Once  the 
baby  has  accepted  the  concept 
of  eating  from  a  spoon,  some 
pureed  vegetables  and  meat 
can  be  given.  After  about  four 
weeks,  desserts  can  be 
introduced. 

Inappropriate  timing  can 
turn  a  baby  against  food:  "It  is 
not  a  good  idea  to  start  solids  at 
the  first  feed  of  the  day,  when 
the  baby  is  hungry  and  is  likely 
to  be  satisfied  more  readily  by 
milk,  or  at  night  when  the  baby 
might  be  tired.  Mid-day  is 
ideal." 

Commercial  babyfoods  fulfil 
an  important  role,  particularly 
in  poorer  families  or  those  with 
inadequate  cooking  skills  or 
facilities.  "If  the  family  lives  on 
chips,  it  is  far  better  that  the 
baby  is  given  commercially- 
prepared  babyfoods,  even 
though  they  may  seem  more 
expensive,  because  their 
nutritional  value  is  very  good. 
They  are  often  supplemented 
with  iron  and  protein  and  the 
desserts  are  an  important 
source  of  vitamin  C,  which  is 


necessary  for  iron  absorption. 
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-  She  believes  that  babyfood 
manufacturers  ar,e  a  useful 
source  of  advice  on  weaning 
with  the  literature  they  offer. 
The  British  Dietetic  Association 
also  produces  a  weaning  leaflet 
which  is  not  allied  to  any 
particular  company. 

The  main  drawback  of 
giving  nothing  but 
manufactured  foods  is  that  it 
delays  progress  to  normal 
family  meals,  says  Dr  Lawson. 
' '  Babies  who  are  given  smooth 
textured  foods  for  too  long  find 
it  difficult  to  cope  with  the 
lumps  in  home-prepared 
foods.  They  also  find  the 
difference  in  taste  difficult  to 
accept." 

Vegetarian  babies  are  at  a 
slightly  greater  risk  of  iron 
deficiency,  but  again  this 
should  not  be  a  problem  in 
those  taking  supplemented 
milks  and  eating  pulses  (peas, 
beans  and  lentils).  Another 
good  source  is  iron-enriched 
breakfast  cereals.  A  problem 
with  vegetarian  or  vegan  diets 
is  that  they  are  high  in  fibre,  so 
toddlers  need  to  eat  large 
volumes  of  food  to  obtain 


sufficient  energy .  "Often  they 
are  full  before  this  happens,  " 
she  says. 

Young  children  need  quite  a 
high  fat  diet  to  provide  them 
with  enough  calories. 
Babvmilks  provide  halt  then 
energy  value  as  tat,  while  the 
ideal  fat  intake  tor  an  adult  is 
about  35  per  cent  of  daily 
calories.  The  fat  content  of  a 
child's  diet  should  gradually  be 
reduced  but  should  remain 
around  45  per  cent  until  the 
age  of  three.  The  appetite  then 
begins  to  improve  and  more 
fibre-rich,  low  fat  foods  can  be 
given. 

'  On  the  subject  ot  food 
allergies,  Dr  Lawson  says  there 
is  no  real  evidence  that  giving 
potential  allergens  such  as 
cows'  milk,  wheat  or  eggs 
before  the  age  of  six  months 
increases  the  risk.  "There  is 
some  evidence  that  giving 
these  foods  before  three 
months  might  predispose  to 
food  allergies  as  the  gut  is  not 
properly  developed.  But  after 
four  months  there  is  no  benefit 
in  withholding  whole  cows' 
nailk,  wheat  or  eggs  unless 
there  is  a  family  history  of 
atopy  such  as  asthma  or 
eczema  and  even  then  the 
evidence  is  not  very  strong,  in 
spite  of  popular  belief.  True 
food  allergy  is  quite  rare." 

As  to  be  expected,  Dr 
Lawson  recommends  that 
breast-feeding  should  continue 
as  long  as  possible  and 
certainly  for  the  first  couple  of 
months  if  the  woman  is  able. 
Latest  figures  —  as  yet 
unpublished  —  suggest  that 
breast-feeding  has  declined 
since  the  last  official  survey  in 
1985.  One  reason  may  be  the 
trend  for  women  to  return  to 
work  earlier  but  Dr  Lawson 
believes  a  major  factor  is  a  lack 
of  education. 

"Girls  are  not  taught  at 
school  to  think  of  breast- 
feeding. At  that  age,  breasts 
are  regarded  as  things  that 
appear  on  page  three  and  there 
is  tittle  emphasis  on  their  main 
function!  Breast-feeding  is 
more  prevalent  in  older, 
middle-class  women  who 
perhaps  take  parenthood  more 
seriously.  So  we  need  to  get 
the  message  over  to  younger 
women  —  and  also  boys  — 
because  the  partner's  support 
is  a  very  significant  factor  in 
successful  breast-feeding. 
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BABY  FEEDING 


Worth  more  space? 

Pharmacies  did  well  in  babyfeeding  last  year,  benefiting  from  the  increased  birth  rate,  the  growing 
demand  for  convenience  foods  and  the  trend  for  consumers  to  trade  up  to  premium  products. 


Even  in  a  recession,  it 
seems  parents  are 
prepared  to  pay  more 
tor  products  ottering 
real  benefits  and  they 
will  make  economies  elsewhere 
in  order  to  give  their  babies 
quality  meals. 

The  total  UK  babymeals  , 
market  was  worth  about  £110 
million  in  1991 ,  a  year  on  year 
growth  of  22  per  cent,  and 
manufacturers  anticipate  this 
figure  could  reach  £148m  by 
1994. 

Sales  of  all  babyfoods  — 
including  milks  as  well  as 
meals,  drinks  and  rusks  — 
grew  21  per  cent  in  value 
through  pharmacies  to  reach 
£58m  by  September  1991, 
according  to  Crookes 
Healthcare  who  witnessed  40 
per  cent  growth  in  Farley's 
brands.  Few,  if  any,  other 
pharmacy  sectors  are  growing 
so  well,  says  marketing 
manager  Stephen  Martin. 

"Pharmacists  should  ask 
themselves  if  they  are 
allocating  the  right  amount  of 
space  to  babyfoods  compared 
with  other  products  that  are  not 
showing  the  same  growth, ' '  he 
says.  They  should  also  consider 
carefully  the  products  they  are 
stocking.  "Are  they  giving 
enough  facings  to  the  brands 
that  are  growing  the  most?  And 
do  products  which  are  not 
selling  well  justify  any  space  at 
all?" 

He  points  out  that  dry  meals 
grew  in  volume  last  year  but 
wet  meals  did  not,  although 
they  showed  good  value 
growth  mainly  because  of  Cow 
&  Gate's  premium  brand 
Olvarit.  Pharmacists  should 
therefore  consider  the  balance 
they  give  to  "wets"  and 
"dries".  And  in  rusks,  where 
Farley's  have  an  83  per  cent 
sterling  share  of  the  £15m 
market,  pharmacists  pressed 
for  space  should  ask 
themselves  if  they  have  room  to 
stock  any  other  brands. 

Another  trend  is  for 
consumers  to  favour  those 
companies  which  specialise  in 
babyfeeding  and  also  produce  a 
wide  range  of  babyfeeding 
products.  The  companies 
which  fulfilled  both  criteria 
fared  best  in  1991,  says  Mr 
Martin. 

Milupa's  marketing 
manager  Sarah  Collier 
supports  the  view  that 
pharmacists  should  be 
replacing  the  weakest  brands 
with  the  strongest.  Milupa 
dominate  the  dry  meals  sector 
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Breakfast 


which  grew  by  39  per  cent  in 
value  through  pharmacies  in 
the  year  to  September/October 
1991  and  now  accounts  for 
almost  half  the  total  babymeal 
sales.  Wet  meals,  however,  far 
outweigh  dry  in  grocery 
outlets. 

Cow  &  Gate  say  Olvarit 
achieved  62  per  cent  value 
growth  in  pharmacies  last 
year."  It  has  brought  new 
consumers  into  the  market  and 
encouraged  existing  babymeals 
users  to  trade  up  to  a  premium 
product,"  says  Alyson  Gilbert 
Smith,  senior  product 
manager.  Research  has 
confirmed  there  is  a  demand 
for  babymeals  that  taste  like 
home-made  food,  and  Olvarit 
also  reflects  adult  trends 
towards  healthier  eating  habits. 

"Parents  are  using 
babymeals  for  longer,  with 
brands  such  as  Olvarit 
appealing  to  the  older  baby", 
she  adds.  To  maximise  sales, 
retailers  should  position  the 
brand  next  to  Cow  &  Gate 
original  babymeals.  The 
products  should  be 
merchandised  by  meal  occasion 
and  displayed  at  eye  level,  with 
space  allocated  according  to 
sterling  and  volume  shares.  In 
pharmacies  this  represents  an 
average  45  per  cent  share  of 
space  on  the  babymeals  fixture 
for  Cow  &  Gate,  the  company 
says. 

With  increasing  competition 
from  grocers,  who  account  for 
47  per  cent  of  volume  sales  of 


babymeals  compared  with 
pharmacies'  41  per  cent, 
pharmacies  should  capitalise 
on  their  advisory  role,  say 
Heinz.  New  mothers  in 
particular  need  reassurance, 
while  those  with  older  babies 
generally  feel  sufficiently 
confident  to  fulfil  their 
babyfeeding  needs  during  the 
regular  grocery  shopping  trip. 

Heinz  believe  it  is  also 
important  to  address  specific 
consumer  concerns,  such  as  the 
interest  in  healthy  eating,  and 
to  stock  as  broad  a  range  of 
products  as  possible.  Product 
manager  Roger  Hobbs  says: 
"Mothers  are  always  keen  to 
introduce  as  much  variety  into 
their  baby's  diet  as  they  enjoy 


in  their  own.  This  becomes 
particularly  important  in  cases 
of  specific  food  intolerances 
where  choice  is  restricted. 
Retailers  should  also  ensure 
that  the  brands  they  stock  are 
well  known  and  popular." 

What  they  claim 

Cow  &  Gate's  total  sterling 
share  in  pharmacies  is  39  per 
cent.  The  volume  share  in 
independents  is  47  per  cent. 
Olvarit  has  a  13  per  cent  value 
share  of  the  meals  market  in 
pharmacies. 

Farley's  Meal  Timers  grew  by 
65  per  cent  in  volume  in  1991 
and  have  a  32  per  cent  share  of 
the  £T6m  dry  meals  market 
through  pharmacies.  The  total 
dry  meals  market  was  worth 
£50m  by  the  end  of  1991,  an 
increase  of  22  per  cent  over  the 
previous  year. 

Milupa  are  brand  leaders  in  dry 
meals  with  a  62  per  cent  share 
in  pharmacies  and  30  per  cent 
of  the  pharmacy  babymeals 
market. 

Heinz  have  a  53  per  cent 
volume  share  of  all  babymeals 
sold. 

Bears  go  swimming 

Milupa's  major  promotion  for 
1992  is  "The  bear  essentials  of 
swimming",  offering  free 
armbands  and  a  "Learn  to 
swim"  guide  approved  by  the 
Amateur  Swimming 
Association.  The  offer  will  run 
from  April-October  31. 

The  armbands  and  16-page 
leaflet  are  free  with  eight  proofs 
of  purchase  of  Milupa  infant 
foods  or  herbal  baby  drinks. 
Leaflets  explaining  how  to 
enter  will  be  available  for 
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The  Olvarit  range  has  been  extended 
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MILUPA  BABYMILKS. 
The  art  of  SATISFYING  your  customers. 

///  hospitals  and  clinics,  more  and  more  mothers  are  introducing  their  babies  to 
Milupa  babymilks.  And  when  they  see  their  babies  are  happy  and  content,  they'll  never 

settle  for  anything  else. 

So  if  yon  want  to  keep  your  customers  satisfied,  make  sure  yon 


milupa 

Aptamil 

Bobymitk 

milupa 

Milumil 

Babymiik 

■  w 

\-   -  % 

*,  . 
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stock  both  Aptamil  and  Milumil  by  Milupa.  iilflntl/i 

Because  when  it  comes  to  babymilks,  they're  *7 

Experts  in 

the  state  oj  the  art.  Infant  Nutrition 

Milupa  Ltd.,  Milupa  House.  Uxbridge  Road,  Hillingdon,  Uxbridge.  Middlesex  UB10  ONE.  Telephone:  081-573  9966. 

IMPORTANT:  Breast  milk  is  the  best  milk  for  a  baby.  A  doctor,  midwife,  nurse  or  health  visitor  should  be  consulted 
for  any  advice  needed.  If  a  babymiik  is  used  it  is  important  for  the  baby's  health  that 
all  preparation  instructions  are  followed  carefully. 


eaudouce  Step  by  Step  is  more 
than  just  a  nappy,  it's  a  whole 
new  range.  Not  only  does  it  meet 
the  changing  needs  of  a  baby  at  every 
stage  of  its  development,  it  actually  does 
it  better  —  with  double  the  leak  pro 
tection  right  from  Baby  1  to  Junior  2. 

How  does  it  do 
it?  The  answer  is 
brilliant  new  Anti- 
Leak  Leg  Cuffs. 
These  clever  elastic 
barriers  hug  the 
babies'  thighs  giving     Nat  tonal  I  V  support . 

every  kind  of  leak  time  to  be  absorbed. 
And  we  mean  every  kind  of  leak. 

Peaudouce  Step 


by  Step  is  the  best 
nappv  in  its  class. 
Were  so  confident 
it'll  be  a  winner 
we're  backing  it 
with  over  £5  million 
worth  of  support  — 
blitzing  National 
TV,  the  National 
Press  and  specialist  Baby  magazines, 
including  a  national  promotion  to 
stimulate  trial.  All 
designed  to  ham- 
mer home  "double 
the  leak  resistance" 
It's  irresistible.  In 
fact  it  wouldn't  be 
leaking  anything  to 
say  it's  going  to  make  our  Step  by 
Step  totally  unstoppable. 

For  more  information,  call  us  on 
0952-683215/683219. 


Provocative  headlines 
in  our  heavyweight 
press  campaign. 


New  product,  compact 
new  packaging. 


Peaudouce  (UK)  Ltd, 
Halesfield  25,  Halesfield.  Telford,  Shropshire  TF7  4  LP. 


As  brand  leader  in  herbal  baby  drinks, 
Milupa  stands  head  and  shoulders  above 
the  competition. 

Now,  there's  even  more  reason  to  look 
up  to  Milupa.  To  complement  our  range 
of  herbal  drinks  for  the  younger  baby, 
we  have  just  introduced  new  herbal  &  fruit 

varieties  for 
the  older  baby. 
Which  means 
that  Milupa 
now  appeals  to  taste  buds  of  all  ages. 


And  with  attractive  new  packaging 
mums  wont  have  to  look  too  hard  to  find  us 
on  your  shelves.  I 
Assuming,  of 
course,  that  our 


consumer  adver- 
tising campaign  hasn't  already  emptied  them! 

So,  be  prepared  and  order  extra  stocks  of) 
Milupa  Herbal  Baby  Drinks  now.  In  full 


measure. 


milupa 

HERBAL  BABY  ^  DRINKS 


Naturally  refreshing  drinks  for  your  bab) 


See  your  representative  or  ring  our  Sales  Department  on  081-573  9966.  Milupa  Ltd,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  0NI 


Continued  from  plb 

pharmacies,  together  with  POS 
materials  featuring  the  Milupa 
bear.  Details  of  a  window 
display  competition  are 
available  through  company 
representatives. 

The  safety  theme  links  into  ?**2S3*£J 
previous  Milupa  promotions 
and  is  expected  to  encourage 
trial  and  extra  purchases 
during  the  Summer. 

Milupa's  promotional 
budget  of  £6m,  an  increase  of 
£lm  on  last  year,  includes  a 
£2m  campaign  on  national 
daytime  television  which  is 
running  for  eight  weeks  from 
February  10.  The  same 
"balanced  nutrition"  message 
appears  in  a  £lm  campaign  in 
the  parenting  Press,  women's 
magazines  and  baby  annuals. 

This  year  10m  samples  are 
being  distributed  to  mothers  by 
direct  mail  and  through  Bounty 
new  mother  and  Progress 
packs.  A  Milupa  range  leaflet 
with  30p  off  coupon  is  available 
for  on-snelf  display  and  a  new 
weaning  guide  is  being  sent  to 
mothers  directly,  as  well  as 
through  health  visitors  and 
clinics.  A  consumer  multibuy 
offer  is  currently  running 
exclusively  in  independent 
pharmacies  (see  Counterpoints 
February  8). 

Heinz  have  a  support 
package  worth  '  10m,  featuring 
television  and  Press  advertising 
and  promotional  activity,  The 
baby  food  advisory  service 
provides  literature  on  all 
aspects  of  feeding  and 
weaning,  including  specialist 
guides  tor  vegetarian  families, 
a  guide  for  mothers  of  fussy 
eaters  and  weaning  guides  and 
videos  in  Hindi,  Urdu,  Bengali, 
Punjabi  and  Gujerati  to  cater 
for  the  important  Asian  market. 

Farley  s,  who  are  launching 
a  number  of  new  initiatives  this 
year,  will  be  supporting  Meal 
Timers  with  a  spend  of  £5m,  of 
which  £3m  will  oe  on  national 
television  advertising.  There 
will  be  sampling  through  the 
Bounty  weaning  pack  and  a 
campaign  in  carefully  targeted 
magazines.  Details  of  a  new 
promotion  for  independent 
pharmacies  is  available  from 
company  representatives. 


Weaning  guidance  from  Heinz 
who  are  among  those  catering  for 
the  Asian  market 

Farley's  rusks  are  being 
supported  with  a  promotional 
spend  of  £lm  this  year,  which 
will  include  advertisements  in 
key  parentcare  and  women's 
Press  as  well  as  "innovative" 
promotions.  A  new  campaign 
will  be  on  national  television 
from  April  to  October. 

Farley's  also  provide 
educational  material  for 
mothers-to-be  and  new 
mothers.  There  are  Asian 
language  booklets,  a 
parenteral  kit  containing  three 
booklets  on  breast  and  bottle 
feeding,  films  on  bottle  feeding 
and  '  'Talking  of  parenthood", 
a  back  to  work  pack  and  six 
booklets  on  child  development. 

Cow  &  Gate  are  extending 
the  Olvarit  range  from  28  to  38 
varieties  with  the  introduction 
of  seven  new  desserts  and 
three  new  main  courses.  The 
desserts  are  now  segmented 
into  fruit  and  dairy  varieties. 
Colour  coding  helps  parents 
make  their  selection. 

The  range  extension  will  be 
supported  by  a  £lm  national 
and  regional  television 
campaign  running  from  early 


Summer,  backed  by 
parenthood  Press  advertising 
and  public  relations.  There  will 
be  sampling  through  the 
Bounty  Progress  pack  and  via 
the  Cow  &  Gate  Baby  Centre,  a 
mobile  changing  and  feeding 
u  nit  wh  ic  h  will  tour  over  30 
consumer  festivals,  shows  and 
other  events  this  year. 

"Judging  from  the  sin  i  ess 
ot  the  unit  in  I1'1-'  I ,  we 
antii  ipate  reaching  a  potential 
audience  ot  some  50,000 


parents  with  young  infants 
during  Summer,"  says 
marketing  director  Niall 
Bowen.  The  company  is  also 
planning  to  provide  a  "feeding 
station"  at  trie  Parent  and 
Babyc  are  World  Exhibition, 
Wembley,  in  [uly . 

Among  Cow  &  ( ,ate's  other 
1992  promotions  is  a  (  alendar, 
given  away  in  Bounty  Progress 
packs,  which  provides  a 
selection  of  money  off  coupons 
every  month 


Drinks  awareness  grows 

Advertising  and  promotion  has  led  to  greater  awareness  of  the 
benefits  of  drinks  specially  formulated  for  babies;  research  shows 
that  40  per  cent  of  mothers  now  buy  these  products. 

Cow  &  Gate's  senior  product  manager  Deborah  Allen  says: 
"Parents  are  now  aware  of  the  mild  formulations  that  distinguish 
them  from  adult  equivalents  and  take  a  particular  interest  in  drinks 
with  vitamin  C  that  are  specially  formulated  for  babies." 

The  £28m  market  has  developed  into  three  sectors  —  herbal 
drinks,  ready  to  drink  juices  and  concentrated  juices.  This 
segmentation  is  contributing  to  market  growth,  say  Cow  &  Gate. 
They  believe  the  trend  to  convenience  products  will  continue  to 
drive  the  market  and  forecast  growth  of  about  10  per  cent  in  value 
and  8  per  cent  in  volume  over  the  next  year.  Cow  &  Gate  account 
for  just  over  half  the  £5.1m  sales  through  independent 
pharmacies. 

Robinsons  Baby  Foods  claim  overall  market  leadership  with  a 
29  per  cent  share  of  the  market.  Their  plans  for  1992  include  Press 
and  television  advertising  together  with  direct  mail  and  the  Spikey 
collection  scheme. 

Concentrated  juices  are  showing  the  fastest  growth  and  are  the 
largest  sector,  accounting  for  43.7  per  cent  of  trie  total  market  in 
sterling. 

The  herbal  sector  continued  to  grow  faster  than  the  market  as 
a  whole  last  year  and  now  accounts  for  one-third  of  all  babydrinks 
through  pharmacies,  say  brand  leaders  Milupa.  Fennel  is  a 
particularly  strong  seller  and  should  be  double  faced  on  shelf,  they 
suggest. 

Milupa's  marketing  manager  Sarah  Collier  believes  one  reason 
for  the  success  of  herbal  drinks  is  that  they  are  more  economical 
than  ready-to-drinks.  "A  200g  tub  of  granules  makes  the 
equivalent  of  34 125ml  bottles  at  less  than  one-seventh  of  the  cost, 
and  mothers  can  make  up  just  the  amount  they  need,' '  she  points 
out. 

Milupa  are  spending  £lm  in  support  of  their  drinks  this  year, 
with  sampling  and  Press  advertising  weighted  towards  the 
Summer  when  demand  is  at  its  highest.  New  POS  material  ties 
into  the  advertising  theme  "Naturally  refreshing  drinks  for  your 
baby";  it  includes  a  leaflet  with  25p  off  coupon  and  a  shelf  talker. 

The  popularity  of  herbal  drinks  and  the  introduction  of  more 
adventurous  varieties  such  as  Cow  &  Gate's  exotic  fruits  are 
examples  of  how  babydrinks,  like  babyfoods,  are  increasingly 
reflecting  adult  trends  in  eating  and  drinking. 


Heinz  have  a  £10m  support  package 
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BABY  FEEDING 


Babymilks  —  lapping  it  up 

Babymilks  are  a  major  source  of  business  for  pharmacies.  These  outlets  take  over  a  third  of  sales  in  a 
market  which  is  now  worth  between  £98  million  to£101m  at  retail 


The  rising  birthrate 
and  the  tendency  for 
mothers  to  return  to 
work  earlier  have 
encouraged  rapid 
growth  in  the  market.  Parents 
are  also  bottle  feeding  for 
longer  following  professional 
advice  that  breast  milk  or  infant 
formulas  should  be  used 
instead  of  cows'  milk  for  the 
first  year  of  the  baby's  life,  not 
just  the  first  six  months. 

PREMIUM*  PLUS 


PREMIUM  &  PLUS 
hare  a  new  name  and  a  bright  new  look! 


Cow  &  Gate  predict  that  the 
market  will  grow  8  per  cent  this 
year  and  next,  with  a  f  urther  5 
per  cent  increase  in  1994. 

Milupa  say  that  pharmacies 
showed  a  volume  growth  of  6 
per  cent  and  value  growth  of  18 
per  cent  in  the  year  to 
September/October  1991. 

Young  Nutrition's  figures 
show  pharmacies  accounting 
for  about  33  per  cent  of  the 
market  by  volume  last  year  and 
42  per  cent  by  value,  with  16 
and  20  per  cent  respectively 
going  through  independents. 
The  grocery  share  is  around  33 

f>er  cent  sterling  and  growing 
see  also  Nielsen  pl2). 

Manufacturers  advise 
pharmacists  to  capitalise  on 
white  coat  reassurance  by 
keeping  up  to  date  on  infant 
feeding  practices  and  the 
products  available. 
Pharmacists  and  their  staff  can 
provide  an  invaluable  service 
on  infant  feeding  matters 
which  cannot  be  rivalled  by 
competitor  outlets,  say  SMA 
Nutrition. 

This  view  is  reinforced  by 
Cow  &  Gate's  sales  director  Ian 
Thomas:  "The  reassurance 
factor  of  the  pharmacy  remains 
a  powerful  influence  on 
consumers,  particularly  first- 
time  mothers". 

Milupa  point  out  that  the 
number  of  first-time  mothers  is 
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growing  ahead  of  the  rise  in 
birthrate  and  these  mothers 
traditionally  shop  in 
pharmacies,  both  for  the 
convenience  and  for 
professional  advice.  The  trend 
for  mothers  to  spend  less  time 
in  hospital  after  giving  birth 
means  that  they  may  return 
home  before  breastfeeding  is 
fully  established,  so  the 
pharmacist's  advice  is  likely  to 
be  sought  more  frequently. 

Pharmacies  can  also  hope  to 
gain  sales  from  clinics  as  NHS 
changes  lead  to  more  clinics 
closing  down  and  pharmacies 
become  more  involved  in 
welfare  token  redemption. 
Clinics  currently  account  for 
about  30  per  cent  of  sales. 

The  market  has  so  far  been 
recession  proof,  although  Cow 
&  Gate  have  noticed  that  80  per 
cent  of  their  sales  are  the  more 
economical  900g  tins  of 
Premium  and  Plus.  And 
according  to  Farley's,  the  more 
expensive  ready-to-feed 
market  has  remained  static  as  a 
result  of  the  need  to  economise. 
These  milks  are  used  mostly 
when  parents  go  on  holiday 
and  last  year  they  went  on 
holiday  less,  says  marketing 
manager  Stephen  Martin. 

But  SMA  Nutrition,  who 
dominate  ready-to-feeds  with 
an  85  per  cent  share,  claim  the 
sector  has  seen  a  tremendous 
growth  which  is  set  to  continue 
as  more  mothers  return  to  full- 
time  work  and  are  willing  to 
pay  extra  for  convenience. 

Young  Nutrition  say  this 
sector  has  not  performed  as 
well  as  it  might  in  the  past 
because  the  products  have  not 
met  mothers'  expectations  in 
terms  of  taste,  smell  and 
appearance:  As  a  result  they 
have  largely  been  used  for 
emergency  and  ad  hoc  use.  The 
company  regards  First  as  set  to 
revitalise  the  £2m  market. 

Only  11  per  cent  sterling  of 
ready-to-feed  sales  go  through 
independent  pharmacies 
compared  with  31  per  cent 
through  Boots  and"  40  per  cent 
through  grocers.  Marketing 
manager  Judith  Holloway  says: 
"As  the  margins  on  ready-to- 
feeds  are  considerably  better  ' 
than  those  for  powdered  milks, 
the  independent  is  losing 
significant  profit  to  the 
multiples  and  child/toy 
specialist  stores.  By  stocking  a 
full  range  of  products, 
including  ready-to-feeds,  the 
local  pharmacy  will  also  be  able 
to  attract  cash  sales  away  from 
the  local  clinic". 

Follow-on  milks  are  a 
dynamic  sector  poised  for 
further  growth  as  an  alternative 


to  cows'  milk  from  six  months 
onwards.  Estimates  of  the 
market  size  vary  from  £3. 5m 
(and  a  49  per  cent  growth  last 
year)  to  as  much  as  £6m. 

Performance 

Cow  &  Gate  claim  brand 
leadership  with  a  42  per  cent 
volume  share  of  the  total  infant 
formulas  market.  They  account 
for  35  per  cent  of  volume  sales 
through  all  pharmacies  and  40 
per  cent  in  independents. 

SMA  Nutrition  say  that 
SMA  White  is  the  fastest 
growing  babymilk  on  the 
market. 

Farley's  claim  that 
Ostermilk  is  the  fastest  growing 
brand  of  infant  formula 
through  pharmacies,  with  over 
42  per  cent  year  on  year 
growth. 


Activity 


Cow  &  Gate  are  relaunching 
their  infant  formulas  this 
month  under  the  pan- 
European  Nutrilon  brand,  with 
a  £750,000  information  package 
for  consumers  and  health 
professionals  (see 
Counterpoints,  February  8). 
Three  million  leaflets  currently 
appearing  under  lids  of  all 
Premium  and  Plus  tins  carry  a 
25p  off  coupon  redeemable 
against  Cow  &  Gate 
ready-to-feeds. 

The  company  is  offering 
pharmacies  free  stock  for  extra 
racings  of  900g  sizes.  Sales 
teams  give  regular  advice  on 
merchandising,  with 
planograms  to  reflect  sales 
trends. 

The  first  in  a  series  of 
nutrition  posters,  "Diet  in 
pregnancy",  has  been 
distributed  to  clinics  and  is 
available  to  pharmacies 
through  the  sales  force.  The 
posters  are  supported  by  a 
consumer  booklet  with  the 
same  title  from  the  company's 
babyfeeding  information 
service,  which  can  also  supply 
a  new  ABC  Guide  to  Nutrition. 

Farley's  are  putting  £3m 
behind  Ostermilks  this  year. 
An  educational  programme  for 
mothers  and  mothers-to-be 
provides  information  on  all 
aspects  of  infant  feeding  in 
audio,  visual  and  written  form. 

The  company  is  advertising 
to  health  professionals  and 
supporting  them  with  a 
number  of  new  initiatives.  A 
shelf  reserver  is  available  to 
pharmacists  and  a  number  of 
trade  incentives  planned. 

Junior  Milk  will  be 
supported  by  a  £1.5m  package 


this  year,  which  includes 
advertising  in  women's 
magazines,  sampling  to  almost 
half  a  million  mothers  and  on- 
pack  promotions. 

Milupa  are  spending  £1. 6m 
on  their  babymilks,  including 
advertising  in  the  paramedical 
Press  and  baby  annuals.  Last 
year  they  sponsored  two  new 
awards  —  for  health  visitors 
and  for  midwives  —  and  more 
activity  in  this  area  is  planned 
for  1992.  Consumer 
information  services  include  a 
guide  to  ante-natal  tests  and 
bottle-feeding  guidelines 
translated  into  five  Asian 
languages  and  Chinese. 

Pharmacies  have  a  series  of 
packages  such  as  a  weekday 
telesales  service  for  urgent 
stock,  and  a  specialist  sales 
package  with  service  support 
and  price  incentive. 

Milupa  are  mailing  GPs 
about  the  benefits  of  HN25 
special  formula  which  can  be 
given  to  babies  after  a  bout  of 
diarrhoea.  It  can  be  used 
immediately  after  rehydration 
instead  of  gradually  re- 
introducing a  standard  infant 
formula.  Sachet  samples  are 
being  distributed  to  health 
visitors.  Milupa  also  suggest 
that  pharmacists  recommend 
mothers  to  take  some  with 
them  when  going  on  holiday 
with  young  children. 

SMA  Nutrition  will 
continue  their  advertising  and 
educational  programme  to 
health  care  professionals  and, 
through  them,  will  provide 
consumers  with  materials  on  a 
wide  range  of  subjects  related 
tobabycare. 

Young  Nutrition  will  start  a 
major  consumer  promotion  for 
their  follow-on  milk  Forward 
this  Spring.  There  will  be 
advertisements  in  the 
parentcraft  and  women's 
Press,  plus  sampling  at 
exhibitions  and  through  reader 
offers.  Local  tailormade 
promotions  are  offered  to 
distributors  and  the  total 
promotional  package  is  valued 
at  over  £lm. 

A  hospital  and  community 
sales  force  will  continue  to 
promote  both  First  and 
Forward  to  health 
professionals.  An  information 
line  is  open  to  pharmacists  and 
staff  on  0737  779622. 

Following  the  successful 
launch  of  Nanny,  the  goat  milk 
formula  suitable  for  babies  from 
birth,  Frontier  Marketing  are 
planning  to  introduce  a  follow- 
on  formula  in  the  next  couple  of 
months.  The  products  are 
made  by  Dairy  Goat  Co- 
operative (New  Zealand)  Ltd. 
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Who's  the  biggest  baby  milk  in  the  pharmacy  sector?  SMA 
utrition  of  course,  with  38%'  of  all  sales! 

It's  not  surprising  when  you  think  of  the  quality  and 
putation  of  our  range.  And  a  wider  choice  than  any 
her  manufacturer. 

There's  SMA  GOLD*  and  SMA  WHITE* 
usted  through  generations,  and  still  as  popular 
-  ever.  And  for  convenience  there's  SMA  Ready- 
-Feed  in  go-anywhere,  feed-anywhere  cartons. 

Specially  designed  for  older  babies  there's 
^OGRESS:  our  follow-up  milk.  PROGRESS 
)minates  this  new  and  growing  sector  of  the  market. 


Wysoy 


And  WYSOY*  our  milk  free  formula  accounts  for  two  out  of  every 
three  soy  formula  prescriptions. 

With  more  mothers  buying  babv  milk  in  pharmacies  than 
anywhere  else,  the  message  for  vour  business  is  clear. 

SMA  Nutrition  equals  healthy  growth. 


IMPORTANT  NOTICE 
Rreastmilk  is  best  lor  babies  Infant  formula  is  intended  to  replace  breastmilk  when 
mothers  do  not  breastfeed  Good  maternal  nutrition  is  important  tor  preparation 
and  maintenance  ot  breast  feeding  Introducing  partial  bottle  feeding  could 
negatively  atlect  breast  feeding  and  reversing  a  decision  not  to  breastfeed  is 
difficult  Professional  advice  should  be  followed  on  infant  teeding  Infant  formula 
should  be  prepared  and  used  as  directed  Unnecessary  or  improper  use  ol  infant 
formula  mav  present  a  health  hazard  Social  and  financial  implications  should  be 
considered  when  selecting  a  method  of  infant  teeding 

Progress  is  a  balanced  blend  of  milk  solids,  vitamins  and  minerals  for  babies 
t  months  and  older  Used  in  coniunction  with  solid  feeding,  it  provides  the 
nourishment  essential  to  a  babv's  healthv  and  sustained  growth  Progress  is  not 
intended  to  replace  breast  feeding 

Breastmilk  is  best  for  babies  Wvsov  milk  free  formula  is  intended  to  meet  the 
nutritional  needs  of  infants  and  children  who  are  allergic  to  cow  s  milk  protein  or 
intolerant  to  lactose  or  sucrose  Professional  advice  should  be  followed  5ov  baby 
milks  are  not  recommended  tor  premature  babies  or  those  with  kidnev  problems 
Medical  guidance  should  be  sought 


F.S.A.  Chemist  Data,  Volume  Sept. /Oct  1991.         SMA  Nutrition,  Huntercombe  Lane  South,  Taplow,  Maidenhead  Berks  SL6  0PH.  Tel:  0628  6b0b33. 


'Trademarks 


Any  mum  who  hasn't  heard  how  good  Anbesol*  is  at 
relieving  teething  pains,  will  very  soon.  Because  a  brand 
new  advertising  campaign  is  running  in  all  the  leading  mother 
and  baby  magazines  —  with  up  to  V2  million  mums  seeing  it. 

So  keep  on  recommending  Anbesol.  It's  the 
best-selling  liquid  teething  pain  reliever  and  it's  sugar-free. 
What's  more  it's  only  available  from  pharmacies. 
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\  LIQUID  ANTISEPTIC  + ANAESTHETIC 

|    For  mouth  ulcers,  teething  pains,  denture  irritation 
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*  Trade  Mark 


A survey  in  Parents 
magazine  last  year 
found  that  only  a 
third  of  children 
normally  slept 
most  or  all  of  the  night.  Nearly 
half  the  2,000  families 
questioned  (most  of  whom  had 
children  under  two)  said  then 
children  had  suffered  bouts  of 
sleeplessness  during  the 
previous  year  and,  among 
those  with  two  children,  the 
percentage  reporting  frequent 
bouts  of  sleeplessness  was 
even  higher,  at  60  percent. 

The  most  common  cause 
was  a  cold,  cough  or  blocked 
nose  —  mentioned  by  nearly 
two-thirds  of  the  sample. 
Teething  was  the  other  main 
cause,  mentioned  by  54  per 
cent.  Other  reasons  included 
hyperactivity  and  fears  or 
anxiety. 

About  a  third  of  the  parents 
claimed  they  had  more  than  20 
nights  a  month  interrupted 
sleep.  It  led  to  family 
arguments,  time  off  work  and 
frequent  visits  to  the  doctor. 

Earlier  this  year  Crookes 
Healthcare  sponsored  a 
symposium  for  health  visitors, 
looking  at  ways  of  managing 
sleep  problems  in  children.  Dr 
I  arine  (  larl  e,  medic  al 
practitioner  and  associate 
editor,  Pulse,  said  the  GP 
should  try  to  identify  and  treat 
the  underlying  cause,  which 
was  usually  obvious  in  the  case 
of  an  infection.  Behavioural 
disturbances  were  more 
complicated  and  could  involve 
other  experts  such  as  child 
psychologists. 

Colds  were  sometimes 
difficult  to  diagnose  as  young 
children  did  not  always 
present  with  the  classical 
symptoms  of  runny  nose, 
cough  and  sore  throat; 
sometimes  they  were  only 
"snuffly",  irritable  and  off 
their  food. 

Dr  Clarke  was  much 
opposed  to  the  "knee-jerk" 
response  of  giving  Calpol  or 
Phenergan.  Many  doctors  took 
this  way  out  because  they  felt 
they  had  to  do  something  for 
the  distressed  mothers.  But 
just  because  a  baby  was 
screaming  did  not  necessarily 
mean  it  was  feverish  or 
teething,  and  it  was  a  mistake 
to  regard  Calpol  as  a 
"cure-all" . 

"Sedatives  sometimes  have 
a  place  in  the  short  term, "  she 
added,  "but  their  long-term 
use  is  to  be  discouraged.  They 
may  have  dangerous  effects 
such  as  suppressing  respiration 
in  a  child  who  may  already 
have  a  cold." 

Ros  Meek,  the  I  lealth 
Visitors  Association's 
professional  liaison  officer,  said 
the  problem  of  sleeplessness  in 
children  had  prompted  many 
health  visitors  to  set  up 
specialist  sleep  clinics  in 
association  with  psychologists. 
She  recommended  that 
pharmacists  should  refer 
customers  with  sleepless  babies 
to  their  health  visitor  who 


SLEEPLESSNESS 


Monsters 
in  the  night 

The  baby  who  wakes  up  several  times  in  the  night 
and  cries  can  have  devastating  effects  on  the  whole 
family.  Parents  become  tired,  irritable  ami 
depressed,  other  children  start  to  suffer  ami 
relationships  become  strained.  It  can  even  lead  to 
marital  breakdown. 


would  know  if  such  facilities 
were  available  locally. 

Charlotte  Preston,  a  health 
visitor  who  has  helped  set  up 
one  of  these  clinics  in 
Camberwell,  explained  the 
approaches  used.  Parents  were 
encouraged  to  keep  sleep 
diaries  listing  when  the  baby 


slept  during  the  day  and  night 
and  what  the  mother  or  father 
did  w  hen  the  baby  woke  in  the 
night. 

She  described  the  c  ase  of 
Sophia,  a  10-month  old  who 
woke  seven  times  a  night  and 
would  only  go  back  to  sleep 
after  a  feed. The  mother  was 


advised  not  to  let  the  baby  sleep 
later  than  3.  30pm  in  the 
afternoon  and  not  to  breast 
feed  later  than  10pm  .is  Sophia 
had  got  used  to  the  idea  of  an 
"all-night  milk  bar."  Alter 
three  visits  to  the  clinic  over 
two  months,  the  problem  was 
cured . 

|i )  I  )< mglas,  consultant 
i  linn  al  psychologist,  C  aval 

Ormond  Street  I  Hospital, 
outlined  other  management 
strategies  hut  stressed  the 
importance  of  assessing  the 
individual  needs  of  the  parents 
before  deciding  which  strategy 
to  use.  One  was  to  ignore  the 
baby  when  it  cried,  as  babies 
learned  to  i  ontinue  crying  until 
they  got  attention   I  bis 
approach  had  rapid  results  but 
was  stressful  for  the  parents 
and  could  make  the  problem 
worse  it  misused 

Another  technique  was  to 
encourage  the  baby  to  go  to 
sleep  without  being  held,  as 
some  c  hildren  who  were  used 
to  being  fed  or  rocked  to  sleep 
failed  to  learn  how  to  tall  asleep 
on  then  own.  Setting  a  definite 
bedtime  routine  was  also 
helpful,  as  was  giving  the  i  hild 
rewards  for  staying  in  bed  all 
night  or  not  crying. 

Janet  Cobill,  a  homoeopath 
practising  in  North  London, 
said  she  has  had  an  80  per  cent 
success  rate  in  treating  child 
sleeplessness  with 
homoeopathic  remedies.  It  was 
essential  to  match  the  remedy 
to  the  child's  symptoms, 
general  appearance  and 
personality.  Aconite  was 
particularly  useful  alter  fright 
or  exposure  to  cold,  where 
children  were  restless  and 
excited.  Babies  who  responded 
best  to  chamomilla  tended  to  be 
irritable  and  unbearable  and 
parents  often  had  an  urge  to 
throw  them  away  just  for  some 
peace  and  quiet.  Pulsatilla  was 
nest  for  babies  who  were 
affectionate  and  gentle,  who 
liked  fresh  air  and  often  had 
catarrh . 

Other  support 

Parents  who  are  worried  by 
crying  babies  may  obtain 
emotional  and  practical 
support  from  Cry-sis,  a 
voluntary  self-help 
organisation.  The  nelp-line  is  at 
BM  Cry-sis,  London  WON 
3XX  (tel:  071-404  5011). 
Literature,  including  a  booklet 
on  sleep  problems,  is  available 
from  Elsie  Matthewman,  121 
Melbourne  Road, 
Stocksbridge,  Sheffield,  S. 
Yorks  S30  5EF. 

A  leaflet,  "Crying  and 
sleeping  in  the  first  months  of 
life'  ,  has  been  produced  with 
help  from  the  Health  Visitors 
Association  by  the  Child 
Psychotherapy  Trust,  The 
Tavistock  Centre,  120  Belsize 
Lane,  London  NW3  5BA. 

The  latest  booklet  from 
Karvol,  "A  good  night's 
sleep",  incorporates  the 
Government  s  guidelines  on 
preventing  cot  deaths. 
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EC  TRENDS 


Will  the  single  European  market  mean  that  UK  babies  will  soon  be  tucking  into  pasta  soup  and  pureed 
paella?  C&D  asked  manufacturers  what  effects  harmonisation  might  have. 

The  Eurobaby  arrives 


NP"  ational  eating 
habits  are  so 
diverse  that  the 
possibility  of 
having  the  same 
babyfood  varieties  available 
throughout  the  EC  seems 
remote.  But  manufacturers  are 
looking  to  Europe  for  new  ideas 
and  opportunities  for  growth. 

The  UK  market  is  already 
one  of  the  most  sophisticated. 
British  adults  are  used  to 
experimenting  with  "foreign" 
food  and  the  Italian,  Chinese  or 
Indian  restaurant  is  as  much  a 
part  of  the  High  Street  as  the 
traditional  fish  and  chip  shop. 

As  a  result,  parents  also  look 
for  interesting  and  exotic 
varieties  when  they  feed  their 
babies,  says  Sarah  Collier, 
Milupa's  marketing  manager. 
This  is  not  the  case  in  Germany 
where  mothers  go  for  quantity 
rather  than  variety.  "We  have 
fewer  varieties  there  but  sell 
bigger  packs, ' '  she  says. 

In  Italy,  Milupa  market  a 
special  baby  pasta  made  from 
high  quality,  supplemented 
wheat,  cut  into  tiny  shapes. 
Every  day  Italian  mothers  make 
a  broth  for  the  whole  family 
and  add  the  pasta  to  it  for  their 
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babies. 

Portugal  is  big  on 
breakfasts.  Infant  cereals  are 
used  throughout  childhood 
and,  because  of  the  strict 
controls  on  pesticides  and 
additives  in  oabyfoods,  this 
seems  much  more  sensible  than 
giving  toddlers  breakfast 
cereals  which  are  intended  for 
adults,  Ms  Collier  believes. 

Milupa,  founded  in 
Germany  over  60  years  ago, 
has  developed  naturally  as  a 
pan-European  brand  and 
claims  to  be  number  one  in 
Europe  forbabymilks,  herbal 
drinks  and  dry  babymeals.  As 
the  company  already  has  a 
European  marketing  strategy  in 
place,  no  major  changes  will  be 
needed  as  the  EC  market  grows 
in  importance. 

The  company  conducted 
research  across  Europe  as  early 
as  1990  to  determine  what 
mothers  wanted;  this  resulted 
in  the  new  packaging  which 
was  introduced  to  the  UK  last 
year  and  which  will  eventually 
appear  in  all  EC  countries. 

Working  groups  of  the 
company's  marketing 
personnel  from  five  countries 
meet  regularly  to  exchange 


ideas.  "This  could  lead  to  some 
important  innovations  in 
babyfeeding, ' '  says  Ms  Collier, 
although  pasta  soup  is  not 
heading  for  the  UK  just  yet! 

Heinz  agree  it  is  unlikely 
that  British  tastes  in  babyfoods 
will  change  dramatically  as  a 
result  of  closer  economic  links 
with  other  countries.  EC 
legislation  focuses  on 
nutritional  issues  rather  than 
on  recipes,  so  individual 
national  tastes  will  continue  to 
dictate  the  characteristics  of 
each  market. 

But  other  factors  such  as 
foreign  travel  influence  adult 
eating  habits  and  have  a 
bearing  on  Heinz  recipe 
development.  For  example, 
today's  baby  food  range 
includes  spaghetti  Napolitan 
whereas  strained  beetroot, 
popular  20  years  ago,  has 
passed  into  the  history  books. 

Some  manufacturers  argue 
that  standard  packaging  will 
help  mothers  find  the  same 
products  more  easily  when 
they  travel  abroad.  But  Farley's 
marketing  manager,  Stephen 
Martin,  believes  that  babyfoods 
are  something  British 
holidaymakers  make  sure  they 
take  with  them,  possibly 
because  they  have  greater 
confidence  in  the  products  they 
buy  at  home.  Although  some  of 
Farley's  foods  are  available  in 
Mediterranean  holiday  resorts 
such  as  Malta,  Mr  Martin  told 
C&D  that:  "As  a  British 
manufacturer,  our  focus  at  the 
moment  is  on  the  UK." 

Milks  Directive 

Manufacturers  are  already 
taking  action  on  a  babymilks 
Directive  published  last  year, 
although  it  has  yet  to  be 
incorporated  into  UK 
legislation. 

One  proposal  is  that 
packaging  must  not  carry 
pictures  of  mothers  and  babies 
or  any  other  images  which 
idealise  bottle  feeding.  Farley's 
stopped  using  mother  and  baby 
pictures  two  years  ago  and 
Cow  &  Gate  followed  suit  in 
this  month's  relaunch 
(Counterpoints,  February  8). 
From  a  more  pragmaticpoint  of 
view,  Cow  &  Gate  say  that  such 
illustrations  also  exclude  the 
growing  numbers  of  fathers 
who  are  interested  in  baby  care. 

The  relaunch  also 
introduced  the  umbrella  brand 
name  Nutrilon  for  all  Cow  & 
Gate's  babymilks  throughout 
Europe.  The  company  has  a 
firm  European  heritage  since  its 
merger  in  1981  with  the  Dutch 


company  Nutricia  who  claim  to 
be  European  leaders  in  clinical 
nutrition,  as  well  as  the  second 
largest  producer  of  infant  milk 
formulas  and  the  third  largest 
manufacturer  of  babymeals. 
Olvarit,  said  to  be  the  UK's 
fastest  growing  range  of 
babymeals  last  year,  also 
originated  in  Holland. 

Cow  &  Gate's  marketing 
director,  Niall  Bowen,  believes 
the  new  Europe  brings  good 
opportunities  for 
communicating  with  a  large 
and  increasingly  mobile 
market,  plus  the  chance  for 
economies  of  scale  and  greater 
efficiencies  of  distribution. 
"Nutricia  have  had 
international  groups  of 
marketing  and  nutrition 
personnel  in  place  for  over 
three  years,  and  for  some  time 
have  been  introducing  the 
European  dimension  to  our 
business  operations,"  he  says. 
The  introduction  of  a  pan- 
European  infant  milks  brand 
was  a  logical  step  for  the  UK 
market  leaders,  especially  as 
the  UK  market  is  the  largest 
and  represents  over  a  fifth  of 
the  total  European  one. 

Young  Nutrition  believe 
that,  with  many  European 
markets  in  recession,  eyes  will 
be  on  the  UK  where  there  is 
potential  for  a  further  growth  of 
20  per  cent  volume  and  50  per 
cent  value  by  the  mid  90s. 

But  the  cost  of  entry  is  high. 
Marketing  manager  Judith 
Holloway  says  that  to  succeed, 
new  entrants  will  need  to 
develop  considerable  expertise 
in  the  UK  market  and  to  adapt 
their  products  to  meet  the 
needs  of  mothers:  "This  will 
take  time  and  money.  In 
addition,  UK  pricing  may  be  a 
deterrent  to  European 
companies,  for  example,  a  900g 
tin  of  powdered  babymilk  can 
cost  £8.10  in  Europe  compared 
with  £5  in  the  UK.  This  would 
also  lead  to  higher  pricing  in 
the  UK." 

It  is  likely  that  companies 
with  strong  parentage  will  be 
under  pressure  to  rationalise 
their  products  in  line  with  their 
European  cousins,  which  could 
put  them  at  considerable 
disadvantage  in  the  eyes  of  UK 
consumers,  say  Young 
Nutrition.  First  and  Forward 
were  tailored  specifically  to 
meet  the  needs  of  UK  mothers. 
"We  could  have  introduced 
powdered  as  well  as  liquid 
babymilks  but  chose  not  to, ' ' 
Ms  Holloway  explains. 

The  company  predicts  that 
some  changes  in  market 
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structure  over  the  next  decade 
are  inevitable,  although  they 
will  have  more  to  do  with 
medical  opinion  and  consumer 
needs  than  the  influence  of 
Europe.  Casein  dominant  milks 
now  account  for  the  major 
share  of  the  UK  market. 
However,  say  Young 
Nutrition,  their  use  is  likely  to 
decline  in  favour  of  whey 
dominant  milks  for  babies  up  to 
six  months  and  follow-on  milks 
for  older  babies.  Casein- 
dominant  milks  are  not 
available  in  most  European 
markets  whereas  follow-on 
milks  may  account  for  as  much 
as  40  per  cent  share. 

Marketing  code 

Mother  effect  of  the  EC 
labymilks  Directive  will  be  to 
ncorporate  into  UK  law  the 
present  voluntary  code 
rontrolling  the  marketing  and 
promotion  of  infant  formulas, 
rhe  UK  code  forbids 
id\  n  lising  i  il  stai  ting  milks 
direct  to  the  public  but  allows 
advertising  in  publications 
;uch  as  the  Bounty  annuals 
which  are  distributed  through 
he  healthcare  system  and  are 
herefore  deemed  to  be  issued 
inder  professional  guidance. 

Nutricia  have  developed 
heir  own  code  which  goes 
?ven  further  and  prohibits  all 
advertising  of  infant  milks,  so 
is  soon  as  Cow  &  Gate  have 
nformed  consumers  that 
Mutrilon  brands  have  the  same 
ormulas  as  the  original 
'remium,  Plus  and  Formula  S, 
he  advertising  in  the  baby 
innuals  will  cease. 

The  Directive  states  that 
nfant  formulas  will  have  to 
:arry  a  statement  that  the 
product  should  be  used  only  on 
he  advice  of  doctors, 
pharmacists,  dietitians  or  other 
professionals  responsible  for 
nother  and  chilcfcare.  As  UK 
pharmacies  are  increasingly 
)eing  asked  for  advice  on  infant 
eeding  and  are  becoming 
nvolved  in  milk  token 
edemption,  manufacturers  are 
pressing  for  pharmacists  to  be 
pfficially  included  in  the  list  of 
hose  health  professionals 
mtitled  to  distribute 
nformation  on  bottle  feeding. 

Manufacturers  are 
:oncerned  about  the  delay  in 
ormulating  the  UK  legislation, 
rhe  EC  Directive  must  be 
irafted  into  UK  law  by 
December  and  after  May  1994  it 
vill  be  illegal  to  sell  foods 
vhich  do  not  comply.  The 
:ompanies  are  keen  to  discuss 
he  proposals  with  the  Ministry 
)f  Agriculture,  Fisheries  and 
;ood,  together  with  the 
department  of  Health,  but  at 
he  time  of  going  to  press  the 
:ivil  servants  had  not  agreed  a 
late  for  a  meeting.  As 
'abymilks  have  a  shelf  life  of 
iround  18  months,  the  new 
packaging  should  be  coming 
>ut  of  the  factories  by  the  end  of 
his  year  if  any  changes  have  to 
>e  made  —  which  gives  little 
ime  for  planning. 
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EQUIPMENT 


Three  new 
lines  from 
Mam 

Mam  are  bucking  the  trend  in  a 
generally  quiet  market  for  baby 
equipment  with  three  new 
lines  scheduled  for  launch  at 
the  beginning  of  the  Summer. 

A  new  style  of  trainer  travel 
cup  for  toddlers  is  scheduled 
for  release  in  May  or  June.  The 
cup  has  some  patented  features 
and  the  emphasis  is  on 
portability.  The  product  will  be 
supported  with  point  of  sale 
material  which  snows  what  the 
mother  is  buying. 

Following  in  June  or  )ulv 
will  be  a  soother  safekeeper,  a 
device  which  prevents  a  baby 
dropping  his  or  her  soother  by 
attaching  it  to  the  clothing  with 
a  short  ribbon.  Such  devices 
sell  very  well  in  the  US  A .  The 
Mam  product  will  be  blister 
packed  and  has  a  built-in 
'disintegration  factor"  so  it 
falls  apart  if  the  ribbon  or 
soother  get  snagged . 

Mam  sales  director  Stephen 
Wooller  would  not  give  any 
detail  on  the  third  product 
other  than  to  say  it  will  be  in  the 
soother  area.  However,  he  did 
reveal  that  the  company  is 
planning  a  relaunch  of  its 
feeding  bottle  range  in  May. 

The  range  will  continue  to 
be  supported  with  consumer 
advertising  in  the  baby  Press. 
There  will  also  be  increased 
detailing  and  sampling  to 
health  visitors  and  midwives 
during  the  year. 

Recession  proof? 

The  baby  equipment  market  is 
normally  fairly  recession  proof, 
but  Mr  Wooller  detects  a 
current  lack  of  confidence. 

"There  is  very  little  money 
about  and  companies  are  being 
cautious  in  bringing  new 
products  to  the  market, ' '  he 
says.  "It  is  still  a  small  sector 
compared  to  foods  and 
nappies,  and  some  realism  has 
crept  in.  You  cannot  get  the 
profit  unless  you  achieve  the 


A  recent  addition  to  the  Mam  range  is  the  Swiss-designed  Medela  mains  battery 
operated  mini  breast  pump  (£39.95)  with  a  unique  natural  "sucking"  rhythm 
which  stimulates  milk  release  from  the  breast 


turnover. ' ' 

An  additional  complication 
lor  manufacturers  is  the 
strength  of  own  brands, 
particularly  Boots  and 

othercare,  which  makes  the 
UK  market  unique.  This  has  a 
significant  influence  on  how 
manufacturers  develop  their 
markets. 

Pharmacy  outlets  are 
responsible  for  55-60  per  cent  of 
Mam's  sales.  Given  that  the 
company  has  only  been  trading 
since  November  1989  progress 
to  date  has  been  "not  bad", 
says  Mr  Wooller.  However, 
there  are  plans  to  increase 
distribution  this  year,  and  that 
means  more  trade  related 
activity. 

"We  have  to  persuade 
chemists  to  give  us  a  try ,"  he 
says.  Later  in  the  year 
representatives  are  likely  to  be 
offering  bonuses  on  orders, 
either  tree  stock  or  something 
more  personal. 

The  Norgine  sales  force  has 
represented  Mam  in  the 
chemists  sector  since  last 
September.  "They  approached 
us, ' '  reveals  Mr  Wooller. 
'  'There  is  a  certain  synergy 
with  their  OTC  brands.  We 
position  ourselves  at  the  top 
end  of  the  market  and  so  do 
they.  They  also  do  a  certain 
amount  of  detailing  in  hospitals 
and  clinics  as  part  of  their 
journey  plan. 


LWG's  designer  touch 

Lewis  Woolf  Griptight  are 
marketing  a  new  range  of  12 
designer  feeders  with  fun 
motifs  including  soldiers, 
rocking  horses  and  alphabets  in 
125  and  250ml  sizes. 

The  company  will  shortly  be 
repackaging  Fre-flo  and 
designer  feeders,  with  the  new 
packs  offering  free  standing  or 
euro-slot  options  for  display. 
Trade  and  consumer 
advertising  will  support  the 
new  look  lines  throughout  the 
year  as  well  as  the  latest 
addition  to  the  Griptight  range, 
the  foldaway  Potette  potty. 

Listen  in  to  Hago 

A  couple  of  baby  monitors  — 
battery  or  mains  operated  — 
will  be  joining  Hago's  range  of 
safety  products  in  April.  The 
home  safety  market  is  currently 
worth  130  million  and  is  likely 
to  be  a  significant  growth  area, 
says  managing  director 
Andrew  Ratcliffe.  Baby  alarms 
and  monitors  account  for  32  per 
cent  of  the  market.  This  year 
will  also  see  the  launch  of  a  self- 
relocking  window  lock,  a  kettle 
guard  and  a  safety  light.  Hago 
are  advertising  their  new  lines 
in  the  baby  Press  with  a  series 
of  four  advertisements  running 
into  Spring  1993. 

Compact  units  carrying  a 
range  or  products  are  available. 


Mild  mint  0-6 

Colgate-Palmolive  Ltd  recently 
replaced  Colgatejunior 
toothpaste  with  Colgate  0-6  gel, 
a  mild  mint-flavoured  first 
toothpaste  containing  a  lower 
level  of  fluoride  for  maximum 
cavity  protection.  Press 
advertising  will  run  in  mother 
and  baby  magazines,  and  there 
will  be  extensive  sampling 
through  dentists.  The  Colgate 
range  is  being  supported  by  a 
£17m  television  spend  this 
year. 
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Introducing  the  improved 
iWENT  Steam  Steriliser 
Still  the  clear  favourite 


JOUUCO  , 


wigwam- 


No  chemicals  No  fuss 
Just  add  water 


The  very  first  steam  steriliser  available  to 
mothers  is  still  the  most  successful. 


With  its  improved  good  looks,  new 
clear  lid  and  added  capacity,  the 
AVENT  Steam  Steriliser  continues  to  give 
you  the  most  convenient,  effective  and 
popular  way  to  sterilise  bottles  and 
accessories  without  chemicals. 


Simply  load  the  unit,  add  a  measure  of  water 
and  switch  on.  The  clear  lid  allows  you  to 
actually  see  the  steriliser  working.  Minutes  later 
it  will  turn  itself  off,  automatically  —  leaving 
everything  safe  and  ready  for  use.  Because  there 
are  no  chemicals  there  is  no  taste  or  odour  and  no 
need  to  rinse. 


The  AVENT  Steam  Steriliser  will  now  hold  s 
standard  8oz  bottles  or  four  AVENT  9oz  bottle 
each  with  their  caps  and  teats.  As  you 
baby  progresses  the  unit  can  be  used  t 
sterilise  cups,  spoons,  bowls,  all  in  the 
same  fast  and  convenient  way. 

The  AVENT  Steam  Steriliser  -  putting 
time  on  your  side 


AVE 


W  Cannon  Babysafe 


FOR  MORE  INFORMATION  CALL  AVENT  FREE  ON  0800  289064. 

Or  write  to  Cannon  Babysafe  Ltd., 

Lower  Road,  Glemsford,  Suffolk  CO10  7QS. 


Available  from  larger  branches  of  Boots,  John  Lewis,  Toys  'R'  Us,  Childrens  World  and  selected  independent  chemist 


Kylie  for  kids 

Roche  Products  Ltd  are 
launching  Kylie  pants  for 
children  aged  between  two  and 
I  I  ve.irs   Ihev  are  suitable  tor 
toilet  training,  for  children 
attempting  to  stay  dry  at  night, 
and  for  those  w  ith  light 
enuresis  problems  or  w  ho  are 
using  intermittent 
catheterisation 

The  pants  look  like  ordinary 
pants  but  have  a  strip  ot 
absorbent  Kylie  material 
stitched  into  the  gusset  to 


retain  urine.  A  hydrophobic 
polyester  top  layer  prevents 
wetness  seeping  back  onto  the 
user  and  the  absorbent  rayon 
layer  beneath  soaks  Lip  the 
urine  so  there  are  no  tell-tale 
wetpatches. 

There  are  tour  sizes:  2-4 
years,  4-6  years,  6-8  years  and 
8- 1  I  years  (£6.6 1 ).  The  launch  is 
being  supported  by  adv  ertising 
in  selected  women's  journals 
until  May,  plus  public  relations 
Information  is  going  to  all 
members  of  the  Association  for 
Continence  Adv  ice. 


Pants  for  toilet  training 


rhe  Avent  steam  steriliser 


UK  heads  the  league 

By  the  mid-1990s  the  UK  will  have  the  largest  number  and  highest 
proportion  of  children  under  10  in  the  European  Community.  This 
augurs  well  for  sales  of  baby  equipment  over  the  next  few  years. 

Cannon  Babysafe  put  current  sales  of  feeding  and  sterilising 
equipment  at  £31  million  at  retail,  with  bottles,  teats  and  soothers 
accounting  for  nearly  £20m  of  that.  Despite  the  recession  the 
market  has  remained  stable,  they  say.  Sales  of  their  Avent  and 
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>vsafe  brands  increased  22  per  cent  last  year  compared  with 

Increased  encouragement  to  new  mothers  to  breastfeed  means 
breastcare  products  are  a  growth  area.  Cannon  will  be  extending 
their  range  of  such  lines  in  1992. 

The  new  Avent  microwave  steam  steriliser  was  launched  in 
pharmacies  in  February.  The  unit  holds  three  bottles,  teats  and 
accessories  in  an  angled  rack.  It  sterilises  in  eight  minutes  after 
200ml  of  tap  water  has  been  added. 

The  steriliser  can  be  used  in  the  majority  of  microwaves.  All 
clear  plastic  feeding  bottles,  teats,  and  most  soothers  can  be 
microwaved,  together  with  other  feeding  products  provided  the 
manufacturer  states  "Suitable  for  microwave  use  and  can  be 
boiled". 

The  Avent  steam  steriliser  was  launched  at  the  end  of  1991  to 
carry  six  regular  bottles  or  four  Avent  bottles. 

In  a  bid  to  make  inroads  into  the  soother  market  Cannon  have 
introduced  Avent  orthodontic  and  ordinary  soothers  in  a  variety 
of  design  combinations .  With  the  updating  of  BSI  guidelines  the 
company  says  it  has  placed  great  emphasis  on  the  design  of  the 
ring  handle  of  its  safety  soothers.  Sales  of  soothers  reach  an 
estimated  £6m  annually.  The  company's  ventilated  and 
orthodontic  soothers  have  shown  a  dramatic  increase  in  sales  over 
1990,  up  110  and  95  per  cent  respectively. 

Nearly  three  quarters  of  new  mums  purchase  bottles,  teats  and 
sterilising  kit  prior  to  giving  birth.  Each  year  first  time  mothers 
represent  42  per  cent  of  the  total  market.  Cannon  say  they  will  be 
putting  an  increased  advertising  spend  behind  supporting  their 
brands  in  the  consumer  Press. 
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A  musical  package 

Adam  Leisure  are  running  a 
series  of  in-store  promotions  on 
their  Safe  and  Sound  mobile 
baby  monitor  and  rechargeable 
monitor.  For  every  12  baby 
monitors  purchased  retailers 
will  receive  12  electrical  musical 
rattles  worth  £3.99  each  free  of 
charge  to  pass  on  to  the 
customer.  For  a  limited  period 
the  company  is  offering 
stockists  £3  off  the  price  of  the 
rechargeable  monitor  which, it 
says,  remains  the  only 
rechargeable  monitoring 
system  on  the  market.  Both 
promotions  run  until  March  27. 

Bin  makes  good 

Sangenic  claim  to  have 
established  a  new  market  for 
hygienic  disposal  of  disposable 
nappies.  Launched  last  August 
sales  of  the  units  have  now 
gone  over  25,000. 

Pharmacies  were  intially 
reluctant  to  stock  the  product 
because  of  its  size  and  price 
(£19.95),  according  to  Neil 
Wilkinson,  managing  director 
of  suppliers  Process 
Improvements. 

The  unit  looks  like  a  pedal 
bin  and  contains  a  replaceable 
cassette  of  plastic  film.  When  a 
dirty  disposable  is  placed  in  the 
unit  and  the  top  twisted  the 
nappy  is  compacted  and  sealed 
in  the  film.  The  bin  holds  up  to 
18  nappies. 


Last  year's  advertising 
campaign  in  mother  and  oaby 
magazines  is  being  extended, 
and  Sangenic  is  being 
promoted  through  the  Health 
Visitors  Association  and  the 
Child  Minders  Association. 
The  product's  packaging  is  also 
being  improved. 

Play  it  safe 

The  temperature  of  feeds, 
bathwater,  body  or  room 
temperature  are  crucial  for  a 
baby.  B&H  offer  a  range  of 
liquid  crystal  thermometers  to 
cope  with  most  situations.  A 
Baby  Safety  set  (£6.99)  includes 
the  forehead,  bath  and 
bedroom  thermometers  with  a 
Medi-spoon  and  dropper  and  a 
free  cotton  flannel. 

Revamped 

The  whole  of  the  Suba-seal 
babycare  range  is  now  available 
in  new  designer  packs.  They 
are  printed  in  pastel  colours 
featuring  the  new  seal  symbol 
which  is  colour  coded  for  each 
of  the  five  William  Freeman 
basic  core  products:  babycare, 
personal  healthcare,  bath  and 
shower  mats,  housewares  and 
car  mats. 

Smaller  items  such  as  teats 
and  soothers  are  available  in 
new  blister  and  sachet  packs. 
New  products  include  the 
designer  250cc  polycarbonate 
feeding  bottle  with  a  graduated 
scale  printed  in  colour. 
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Maws  Resolve 

As  part  of  a  £600,000 
advertising  spend  planned  for 
this  year  Maws  are  kicking  off 
with  a  consumer  Press 
campaign  in  key  baby 
publications.  The  campaign 
will  focus  on  the  Resolve  teat, 
which  instead  of  having  a  hole 
in  the  end  has  a  unique  cross 


cut  which  only  opens  when  the 
baby  begins  to  suck.  A  small  air 
valve  in  the  base  of  the  teat  lets 
air  back  into  the  bottle.  Jane 
Spillman,  Maws  product 
manager,  says  the  company  is 
in  the  middle  of  more  new 
product  development  and  new 
items  will  be  added  to  the 
collection  of  feeding  products 
during  the  year. 


Trainer  cups  from  Maws 

Fresh  from 
Peru... 

A  certain  bear  has  been 
licensed  to  shuffle  his  way 
across  all  manner  of  Tommee 
Tippee  products  in  1992. 

The  initial  Paddington  Bear 
launch  begins  with  an  array  of 
bibs  as  well  as  a  chunky 
squeezy  vinyl  first  toy:  bottles, 
beakers,  bowls  and  plates, 
soothers,  rattles,  cutlery  and 
swimming  aids  will  follow 
shortly. 

The  rationale  for  this  new 
tranche  in  Jackel's  designer 
portfolio  is  based  on  their 
understanding  of  their  client 
base.  Purchasing  mothers  are 
giving  birth  in  their  twenties 
and  belong  to  a  generation  that 
grew  up  with  Paddington. 

Jackel  are  keen  to 
emphasise  they  are  taking  a 
quality  approach  to  using  this 
character  licence,  only  putting 
the  Paddington  image  onto 
original  Tommee  Tippee 
designs  which  have  survived 
on  their  functional  and  design 
merits. 

Other  developments  for 
1992  include  an  extension  of 
the  Tommee  Tippee  Safe  'n' 
Sound  safety  range,  with  new 
products  as  well  as 
modifications  to  existing  ones. 

The  cupboard  locks  now 
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also  fit  drawers,  fridge  locks 
can  be  used  on  dishwashers, 
and  corner  protectors  have 
been  enlarged  to  pass  the 
choke  test.  New  additions 
include  a  video  guard,  cable 
clips  and  a  toilet  lock.  A  home 
safety  set  is  available 
containing  all  the  products  in 
the  safety  range  (£7.99). 

And  there's  more 

This  Spring  sees  the  launch  of 
yet  another  range  of  designer 
bottles  from  Tommee  Tippee. 
For  the  first  six  months  they 
will  come  with  a  free  latex  teat. 


New  range  from  Simpkins 


It's  Winnie  the  Pooh! 

Romkins  are  launching  a  new 
range  of  Winnie  the  Pooh 
designs  alongside  their  range 
of  Disney  character  feeding 
products  and  accessories.  The 
new  products  will  include  4oz 
and  8oz  feeding  bottles  in  six 


Long  handled  weaning 
spoons  (£1.45)  and  decorated 
pacifiers  (£0.99)  are  also  being 
introduced  and  a  host  of 
designer  bibs  (over  26  lines 
with  some  100  designs). 

A  new  range  of  not  pastel 
colours  provide  an 
alternative  to  opaque 
polypropylene  in  Jackel's 
range  of  cups,  bowls,  cutlery 
and  potties. 

A  complete  system  for 
taking  a  baby  from  bottle  or 
breast  feeding  to  open  cup 
drinking  in  three  stages,  based 
on  a  two  handled  300ml 
drinking  cup  with  graduated 


different  Pooh  designs.  A 
display  stand  is  available. 
Other  new  products  in  the 
range  are  Minnie  and  Mickey 
cooling  gum  soothers  as  well  as 
hard  and  soft  teething  toys. 
Coming  soon  is  a  new  range  of 
bottles  featuring  fruit  designs, 
along  with  matching  pacifiers. 


training  accessories,  is  now 
also  available  (£4.99). 
Accessories  include  a  teat  lid 
(with  sealing  disc,  screw  cap 
and  dome  cover),  a  rounded 
spout  lid,  a  concave  trainer  lid 
(which  can  also  be  used  with  a 
straw  since  it  has  a  large  flow 
hole)  to  introduce  children  to 
the  hard  edge  of  a  conventional 
cup,  and  a  travel  lid. 

Nine  promotional  deals  are 
on  offer  to  support  the  Spring 
'92  launches.  In  addition  the 
Tommee  Tippee  starter  pack 
offers  an  introductory  range  of 
core  items,  with  a  "significant 
free  stock  spin-off",  say  Jackel. 


Paddington  Bear  makes  an  appearance 
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;irst  Years  deal 

limpkins  are  offering  all  new 
irst  Years  customers  free  stock 
/hen  they  order  a  2ft  or  3ft 
isplay  stand.  Both  stands  can  be 
lercnandised  to  take  a 
edicated  feeding  loading  or  a 
ombination  of  products  from 
ne  full  range.  Free  with  the  2ft 
tand  is  a  £30  (trade)  package  of 
ast  selling  lines,  while  a  £50 
onus  package  comes  with  the 
ft  unit.  The  full  range  will  be  on 
how  at  this  year's  Chemex 
xhibition  in  September. 

Recent  additions  to  then 
ange  include  a  clear  two 
andled  trainer  cup,  a  larger 
apacity  toddler  spout  cup  and  a 
elf-sealing  straw  cup,  all  priced 
2.95.  The  Spring  also  sees  the 
itroduction  of  new  packaging, 
v  white  livery  retains  the 
■roduct  category  colour  coding, 
■lit  with  a  more  subtle  emphasis. 

Multilingual  text  has  been 
icorporated  as  part  of  the 
ornpany's  European  strategy. 

Chemists  take  72  per  cent  of 
he  retail  trade  in  bottles,  teats, 
oothers  and  feeding 
ccessories,  say  Simpkins. 
lowever,  they  lose  out  to  the 
ligh  Street  multiples  on  safety 
iroducts  and  infant  toys. 

There  are  opportunities  to 
naximise  on  lower  value  high 
olume  impulse  purchases  such 
s  safety  latches  and  rattles,  they 
uggest.  The  gift  element  in  toy 
ales  is  not  insignificant  as  10  per 
ent  of  purchases  in  this  sector 
re  for  a  new  baby. 


Expanding  feeding 
range  from  Caretime 


Caretime  are  pressing  ahead 
with  the  introduction  of  new 
products  into  the  baby  feeding 
market  which  they  reckon  to  be 
worth  £33  million,  and  are 
shortly  to  introduce  a  feeding 
bottle  with  a  unique  anti-colic 
regulator. 

Manufactured  by  leading 
Japanese  baby  product 
manufacturer,  Pigeon,  each 
bottle  comes  with  a  milk  flow 
regulator  which  slips  into  the 
base  of  the  teat  and  acts  as  a 
one  way  valve.  Milk  from  the 
teat  is  prevented  from  flowing 
back  into  the  bottle  when  it  is 
upright,  and  since  air  cannot 
enter  the  teat  it  cannot  be 
gulped  down  by  the  baby. 

The  BSI  approved  silicone 
teat  is  designed  to  resemble  a 
mother's  nipple,  and  a 
complete  seal  lid  facilitates 
storage.  The  bottle  has  a 
smooth  neck  and  no  side 
seams.  The  8oz  bottle  will 
come  in  a  one  or  three  pack 
with  four  different  designs  — 
giraffe,  rabbit,  heart,  or  to 
match  the  Magmag  drink 
training  system,  the  Coro 
character. 

To  reinforce  last  year's 
introduction  of  Magmag  —  a 
four  step  system  to  encourage 
independent  drinking  from 


three  months  to  four  years  — 
the  product  will  be  supported 
with  advertising  in  the  mother 
and  baby  Press  through  1992. 

A  compact  A4  sized  counter 
top  display  unit  is  now 
available  free  of  charge. 


Caretime  say  they  will  also  be 
promoting  Magmag  and  other 
new  product  introductions 
which  are  promised  during  the 
year  to  professional 
recommenders  including 
pharmacists. 


CASH  IN  ON  BABYCARE 


NEW  PRODUCTS 

The  Suba-Seal  Babycare  range  has  new 
products  such  as  a  new  designer  250cc 
Polycarbonate  feeding  bottle  with  a 
graduated  scale  printed  in  colour. 

NEW  PACKAGING 

The  whole  of  the  Suba-Seal  Babycare 
range  has  been  packaged  in  brand  new 
cartons  in  attractive  delicate  pastel  colours. 
Smaller  items  such  as  teats  are  now 
available  in  new  blister  and  sachet  packs. 

The  Suba-Seal  Babycare  range  includes 
Feeding  Bottles,  Latex  and  Silicone  Teats, 
Soothers,  Cot  Hot  Water  Bottles,  with  the 
unique  Suba-Seal  safety  seal,  Bath  Mats 
and  Feeding  Accessories. 


SubaSeal 


William  Freeman  Ltd. 


Suba-Seal  Works,  Wakefield  Road,  Staincross.  Barnsley.  South  Yorkshire.  S75  6DH. 
Tel:  0226  284081  Fax:  0226  731 832 
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DISPOSABLES 


An  end  to  the  price  war? 

The  vicious  price  cutting  which  has  been  evident  in  the  disposable  nappy  market  over  the  past  12  months 
seems  to  be  running  out  of  steam.  C&D  assesses  where  the  major  players  now  stand. . . 


Procter  &  Gamble's  launch  of 
Pampers  Phases  at  the  turn  of 
the  year  has  given  the  big 
multiple  retailers  an  excuse,  to 
slide  out  of  the  vicious  price 
cutting  spiral  that  has  typified 
the  disposable  nappy  market 
over  the  past  year.  During  that 
time  the  price  of  Pampers 
dropped  a  staggering  28  per 
cent  as  the  grocery  multiples 
used  the  brand  to  win 
customers  from  each  other. 
Independent  chemists  who 
could  not  match  prices  could 
do  little  but  watch  impotently 
as  their  sales  fell  away. 

However,  the  introduction 
of  Phases  and  the  element  of 
competition  from  Peaudouce's 
new  Step  by  Step  range  has 
allowed  prices  to  rise  as 
retailers  nave  seen  fit  to 
reinforce  the  new  products' 
premium  value.  In  mid- 
February  the  price  of  Phases 
had  crept  up  to  £6.99  in  Boots, 
although  they  were  still  lOp 
cheaper  at  £6.89  at  Sainsbury . 

The  nappy  price  war  is  only 
part  of  a  larger  battle  for 
customers  between  the  large 
supermarkets,  as  Unichem's 
marketing  controller  Janice 
King  explains:  "P&G  have 
never  condoned  the  price  war. 
The  only  person  who  is 
winning  is  the  consumer.  The 
reasons  prices  were  cut  in  the 
first  place  was  P&G's  premium 
position.  The  brand  was  used 
to  win  custom,  and  is  only  one 
aspect  of  a  wider  battle  for 
customer  share.  There  has 
been  the  Sunday  trading  issue, 
and  both  Sainsbury  anaTesco 
have  started  accepting  money 
off  vouchers  from  offers 
specific  to  other  stores."  Both 
activities  are,  strictly  speaking, 
illegal,  she  says. 

Market  statistics  from  A.C. 
Nielsen  spell  out  how  dynamic 
the  market  has  been  in  the  past 
12  months: 

•  In  March/April  1991,  after 
steady  growth  for  over  two 
years,  pharmacies  were 
showing  unit  sales  of 
disposables  up  16  per  cent  on 
the  same  period  in  1990.  By 
September/October  1991  sales 
were  down  19  per  cent  on  1990. 

•  Own  label  unit  sales 
bottomed  out  in  independent 
pharmacies  during  last 
Summer:  percentage  market 
share (year  ago  per  cent 
change)  Mar/Apr  14.1  (-25), 
May/June  15  (-29),  Jul/Aug  15.6 
(-25),  Sep/Oct  18.2  (-18).  Own 
brand  sales  in  the  grocery 
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sector  have  fallen  over  30  per 
cent,  but  because  pharmacies 
have  not  been  able  to  follow 
the  Pampers  price  downwards 
chemist  own  brand  has  still 
looked  a  relatively  attractive 
proposition. 
•  Pampers  sales  in 
independents  grew  strongly  at 
the  end  of  1990  and  in  the  first 
half  of  1991,  peaking  during 


the  Summer  with  a  market 
share  of  60.7  per  cent  before 
dropping  back  in 
September/October  to  56.8  per 
cent.  The  drop  was  only  11  per 
cent  for  total  pharmacies, 
indicating  the  multiples'  efforts 
to  compete  had  some  success. 
•  In  September/October  1991 
the  market  shares  (volume  per 
cent)  of  the  major  brands  in 


Baby  wipes  dominate 
toiletries  sector 

The  baby  wipes  market  has  leapt  from  being  a  £9  million  toddler 
in  1985  to  become  the  largest  sector  of  the  baby  toiletries  market, 
worth  some  £39. 5m  in  1991. 

Around  72  per  cent  of  mothers  with  children  in  the  0-2  age 
group  claim  to  use  the  product  (there  are  1.6  million  children  in 
this  age  range  according  to  OPCS  estimates).  Over  a  third  of  these 
mothers  are  buying  wipes  once  a  fortnight  or  more. 

Demand  for  baby  wipes  peaks  in  the  Summer  months,  with 
sales  up  to  20  per  cent  above  average.  Summer  means  holidays 
and  more  out  of  home  usage.  The  warmer  weather  also 
encourages  more  frequent  nappy  changing  and  the  use  of  wipes 
for  secondary  purposes  such  as  cleaning  nands  and  faces.  Perhaps 
a  case  for  secondary  siting? 

There  are  two  main  types  of  wipe  on  the  market.  Flat  packs 
dominate  with  60  per  cent  of  sales,  with  pop-ups  accounting  for 
the  remainder.  The  flat  pack,  thick  wipe  sector  continues  to  grow 
at  the  expense  of  the  thin  pop-up  sector,  and  consumers  are 
tending  to  trade  up  to  larger  pack  sizes. 

Scott,  who  dominate  the  pharmacy  market  with  Baby  Fresh, 
predict  volume  growth  of  11  per  cent  in  1992.  Their  brand  claims 
a  43  per  cent  market  share,  followed  by  Baby  Wet  Ones  (12.7  per 
cent),  Johnson  &  Johnson  (2.2  per  cent),  and  Pudgies  (0.7  per 
cent).  Own  label  makes  a  substantial  impact  with  30.2  per  cent  of 
the  market,  and  other  brands  take  10.5  per  cent  (source:  Nielsen, 
pharmacy  volume  share  January-October  1991) . 

Pharmacies  currently  account  for  45-50  per  cent  of  Baby  Fresh 
sales,  and  although  larger  packs  sizes  are  becoming  more  popular 
the  42  pack  is  still  the  most  important  pack  in  the  pharmacy  sector, 
say  Scott. 

An  84  count  refill  is  launched  this  month.  It  has  tamper  evident 
packaging.  Priced  slightly  lower  than  the  tub,  it  dispenses  easily 
into  an  existing  84  pack. 


pharmacies  were  Pampers 
59.6,  own  label  18.5,  Togs  total 
5.4,  Peaudouce  5.1,  Cosifits 
2.3,  all  others  9.1. 

So  what  of  prospects  for  the 
next  few  months?  AAH 
marketing  manager  David 
Watkinson  says  there  is  still 
enough  pressure  from  the 
recession  in  the  retail  trade  for 
supermarkets  to  continue  to 
use  a  high  volume  line  such  as 
nappies  to  attract  consumers 
in-store.  He  does  not  see  a 
move  back  from  volume 
orientated  thinking  to 
consideration  of  margins. 

An  indication  of  how 
serious  the  situation  was  for 
own  label  can  be  seen  when  he 
admits  that  discontinuation  of 
Vantage  nappies  was 
considered  as  an  option  but 
rejected.  "We  see  it  as 
tremendously  important  for 
pharmacy  to  retain  a  strong 
presence  in  the  baby  market," 
says  Mr  Watkinson.  "While 
Pampers  have  moved  their 
market  share  significantly  and 
have  seen  off  the  branded  as 
well  as  the  own  label 
competition,  we  have 
determinedly  tried  to  provide 
an  alternative  route." 

Vantage  own  label  nappy 
turnover  has  been  static,  ne 
says.  "We  have  had  to  work 
hard  for  that  and  have  not 
achieved  the  growth  we  would 
have  expected  under  normal 
circumstances."  The  Vantage 
nappy  range  is  to  be 
relaunched  during  the  year, 
with  the  top  of  the  range 
boy/girl  lines  being  upgraded 
in  the  next  few  months.  "One 
of  the  objectives  is  to  obtain  the 
growth  we  now  believe  is 
available,"  he  says. 

Robinson  push  for  sales 

Lower  prices,  advertising  and 
promotion,  and  new  packaging 
all  feature  in  Robinson 
Healthcare's  1992  marketing 
package. 

The  cost  of  their  new 
babywipes  will  effectively  be 
cut  by  25  per  cent  as  the 
cannisters  now  contain  100  as 
opposed  to  80  wipes  while  the 
price  remains  unchanged. 
Although  still  classed  as  thin 
wipes  the  product  has  been 
made  thicker  and  softer  by  the 
inclusion  of  cotton  fibres.  The 
brand  currently  claims 
leadership  of  the  thin  wipes 
sector. 

During  this  month  and  next, 
10  per  cent  extra  free  will  be 
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included  in  the  350  and  lOOg 
rolls  of  Soft  &  Pure  nursery 
cotton  wool.  The  promotion,  in 
dedicated  packs,  also  includes 
the  200  and  50g  pleats  and  5(1 
and  100  ball  bags. 

Robinson  have  also 
repackaged  their  shaped  breast 
pads.  With  two  out  of  three 
mothers  choosing  to  breast  feed 
the  market  is  growing  rapidly, 
they  say. 

And  a  consu  mer  advertising 
campaign  is  being  launched 
to  support  the  Feverscan 
forehead  thermometer  after 
an  endorsement  by  Oxford 
Area  Health  Authority,  who 
are  using  it  in  meningitis 
trials. 


Pampers  redefines  the 
narket 

'rocter  &  Gamble  have  not 
illowed  their  dominance  in  t he 
disposables  market  to  stifle 
nnovation.  The  Phases  range 
s  designed  to  cater  for  a  baby 
during  the  four  key  stages  or 
growth  —  newborn,  baby, 
nobile  and  junior.  There  are 
wo  new  sizes:  H  Micro,  a 
jnisex  nappy  for  newborn 
rhildren,  and  junior  which 
extends  the  range  to  cater  for 
/oung  children  who  still  need 
nappies  but  who  are  growing 
mt  of  the  maxi-plus  size. 

The  launch  has  been 
supported  by  television 
idvertismg  and  an  in-store 
:ompetition  tailored  for 
independent  retailers,  say 

For  participating 
aharmacies  there  is  a  prize 
:und  of  £10,000  with  a  chance 
:o  win  a  Vauxhall  Nova. 
Consumers  can  also  win  a 
Mova  or  one  of  ten  Panasonic 
Camcorders,  while  every 
entrant  receives  a  50p-off  next 
purchase  coupon . 

Swaddlers  keep  in 
touch 

The  disposable  nappy  market 
was  worth  £400  million  in  1991, 
having  grown  59  per  cent  in 
volume  and  7  per  cent  in  value 
on  the  year  before.  Sales  are 
projected  to  reach  £42m  by  the 
end  of  this  year,  according  to 
Swaddlers. 

Product  improvements  in 
terms  of  absorbency  mean  that 
the  average  number  of  daily 
changes  has  fallen  from  five  to 
four.  Swaddlers  also  predict 
that  the  nappy  market  will  be 
one  of  the  tew  markets  where 
premium  brands  will  continue 
to  dominate  own  label  —  the 
current  split  is  79  per  cent 
branded  to  14  per  cent  own 
label. 

Running  until  the  end  of 
June  on  Ultra  Togs  is  a  linked 
promotion  with  Cow  &  Gate 
offering  consumers  a  free  jar  of 
Olvarit  and  money-off 
vouchers  every  time  they 
purchase  a  pack  of  infant  Ultra 
Togs.  Both  boy  and  girl  variants 
carry  stickers  highlighting  the 
offer. 


Peaudouce  take  it  Step  by  Step 

Peaudouce  claim  their  new  Step  by  Step  range  offers  a  product  that 
matches  or  outperforms  the  brand  leader.  Managing  director  Phil  Jarrold 
outlines  the  company's  position 


Peaudouce  have  been  put 
under  all  kinds  of  pressure  by 
the  retail  price  war  on 
disposable  nappies.  Managing 
director  Phil  Jarrold  is  quite 
blunt  "It  is  bad  news,"  he 
says.  "  The  second  and  third 
manufacturers  in  the  market 
cannot  sell  product  at  nil 
growth  margin   The  situation 
has  forced  us  to  address  our 
cost  base." 

The  UK  nappy  market  has 
been  in  the  most  dynamic  state 
he  has  ever  experienced  over 
the  past  six  months,  with  the 
vast  majority  of  developments 
retail  led.  "Pampers  have 
become  a  known  value  item, 
like  I  lein/  baked  beans,  and 
used  to  attract  new 
customers,"  he  says.  "There 
was  also  an  awareness  among 
the  major  grocers  that  the 
chemist  sector  was  showing  a 
greater  rate  of  growth  and 
selling  at  keener  prices. " 

Those  moving  first  in  the 
price  war  gain  the  most 
advantage,  then  a  law  of 
diminishing  returns  starts  to 
apply,  says  Mr  Jarrold.  "We 
reached  the  'how  to  get  out  of 
it'  stage  in  November  and  we 
have  now  seen  the  first  move 
up  in  prices  in  the  New  Year. 
They  had  to  go  up  sometime, 
and  are  now  about  18  per  cent 
below  the  norm." 

While  P&G  have  seen 
product  sales  mushroom  and 
business  switch  from  the 
pharmacy  to  the  grocer,  second 
line  manufacturers  face  a 
different  problem.  They  can 
either  try  and  match  the 
competitor's  price  (which 
retailers  would  like  to  see  done 
at  historical  margins),  or  they 
can  tactically  promote.  "To  go 
down  to  the  prices  that  have 
been  reached  would  have  seen 
zero  growth  margins, ' '  says  Mr 
Jarrold.  "Wechose  to  tactically 
promote. ' ' 

But  this  too  has  its 
problems.  Peaudouce  have 
onlv  33  per  cent  distribution  in 
pharmacies:  Pampers  have  80 
per  cent.  This  is  a  situation 
Peaudouce  are  attempting  to 
address  with  the  launch  of  the 
Step  by  Step  range.  Like 
Pampers  Phases,  the  new 
range  redef  ines  the 


Maxi  'X'  vs  Pampers  pluses  vs  current  Ultrj  '  I ' 


segmentation  of  the  nappy 
market,  emphasising  not  so 
much  the  baby's  weight,  but  its 
mobility  and  diet. 

While  Phases  beat  Step  by 
Step  onto  the  UK  market, 
Peaudouce  launched  in  France 
in  May  1991  two  weeks  before 
the  competition.  Smce  then 
Peaudouce  claim  to  have 
gained  5per  cent  market  share 
From  their  rivals.  Consumer 
trials  show  the  new  nappy  is  on 
,i  par  with  Pampers  in  the  mini 
si/e  and  outperforms  Phases  in 
the  junior  size,  the  company 
claims. 

"We  need  to  get  the 
consumer  to  try  the  product," 
says  Mr  Jarrold.  To  this  end  the 
company  is  spending  over  £  1 
million  on  product  sampling. 
Over  200,000  mothers  will 
receive  samples  through  direct 
mail.  "We  are  relying  on  the 
mum  mafia  to  spread  the 
word." 


A  national  campaign  w  ill 
run  in  the  women  s  Press  until 
April  and  more  free  samples 
are  being  offered  editorially 
Pharmacists  should  have 
already  received  a  mailshot 
promoting  the  new  range  with 
the  offer  of  a  £10  refu  nd  on 
orders  ot  two  or  more  cases. 
The  brand  is  on  promotion 
through  major  wholesalers  this 
month  and  next.  The  chemist 
sector  is  underserved,  Mr 
Jarrold  accepts,  but  points  out  it 
is  an  expensive  area  to  service. 

However,  the  price 
differential  between  the 
multiples  and  the  independent 
sector  is  not  going  to  go  away. 
During  the  launch  phase 
Peaudouce  intend  to  let 
pharmacies  sell  at  competitive 
prices.  The  price  is  likely  to  be 
50p  higher  than  grocery  once 
the  market  settles,  Mr  Jarrold 
predicts,  and  he  cannot  see  any 
way  to  put  product  into 
chemists  for  less. 

"The  only  way  around  it  is  if 
chemists  sell  at  lower  margins. 
If  they  sell  at  50p  more  than  the 
grocer  they  should  be  making 
16-18  per  cent  margin .  I  do 
think  we  can  do  sensible 
business  as  long  as  we 
recognise  the  trading 
environment  we  are  in. 
Growth  in  the  market  has 
stabilised  at  2-4  per  cent  a  year 
and  the  halcyon  days  on 
margins  have  come  to  an  end." 
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MEDICINES 


From  coughs  to  colic 


On  top  of  nappy  rash 

Sudocrem  continues  to 
dominate  the  £12m  nappy  rash 
market  with  a  54  per  cent  share, 
according  to  Pharmax 
Healthcare  who  say  the  market 
is  growing  at  over  15  per  cent. 
Pharmacies  account  for  most 
nappy  rash  cream  sales  and 
indications  are  that  they  are 
holding  their  share  of  the 
business.  Advertising  to 
healthcare  professionals  will 
continue  this  year  and  there 
will  be  a  new  campaign  in  the 
mother  and  baby  Press.  Over 
1.7m  samples  will  be 
distributed  directly  to  mothers 
via  the  three  Bounty  bags. 

Sunny  days 

Maws  have  introduced  a  new 
range  of  suncare  products  with 
new  formulations  and 
redesigned  packaging.  The 
range  comprises  factor  20 
sublock,  factor  8  and  15  lotions, 
and  after  sun  lotion,  cooling  gel 
and  bath  gel.  The  sun 
protection  products  contain 
natural  minerals  that  reflect 
UVAand  UVBrays. 

It's  a  natural 

Weleda(UK)  Ltd  say  the 
market  for  OTC  natural 
medicines  for  treating 
childhood  ailments  is 
extremely  buoyant,  with  lines 
such  as  chamomilla  3X  drops  in 
particular  showing  good 

frowth.  The  market  for  natural 
abycare  toiletries  is  currently 
limited  by  low  distribution  but 
Weleda  believe  this  will  change 
with  the  listing  by  Boots  of 
Weleda  calendula  baby 
toiletries.  This  will  set  the  scene 
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for  future  development  into  the 
independent  sector  where 
specialist  products,  such  as 
natural  baoycare,  are  expected 
to  perform  well. 

Vitamins  up  15pc 

The  children 's  sector  of  the 
vitamin  and  mineral 
supplement  market  grew  15 
per  cent  last  year  to  £14m. 
Seven  Seas  Healthcare  report 


that  the  Minadex  brand,  of 
which  Adexolin  is  now  a  part, 
leads  the  market  with  a  22  per 
cent  share.  Sales  of  Adexolin 
drops  were  40  per  cent  up  in 
October-December  1991  over 
the  same  period  in  1990, 
following  repackaging  and 
introduction  of  a  new 
measuring  pipette. 

Warner  Lambert  Healthcare 
say  that  Abidec  holds  an  81  per 
cent  sterling  share  of  the 
children's  multivitamin  drops 
market.  They  suggest  that 
pharmacists  can  benefit  from 
dual  siting  in  both  the  vitamins 
and  babycare  sections: 
"Mothers,  in  particular,  are 
more  likely  to  identify  closely 
with  the  brand  if  they  see  it 
alongside  babycare  products 
which  they  buy  on  a  regular 
basis." 

GSL  benefits... 

Crookes  Healthcare  believe 
Karvol  will  benefit  from  its 
recent  change  to  GSL  status  as 
it  can  now  be  displayed  more 
prominently.  A  trial  last 
Summer  in  12  pharmacies 
showed  a  42  per  cent  volume 
increase  in  sales  over  six  weeks 
when  the  product  was  dual 
sited  both  at  the  medicine 
counter  and  in  the  babycare 
section. 

New  pack  designs,  which 
make  clear  that  the  product  is 
for  young  children  over  three 
months,  are  now  being  sold  in. 
The  total  advertising  and 
promotional  spend  behind  the 
brand  this  year  is  £1 .4m . 


Rubbing  it  in 

Snufflebabe  chest  rub  showed  a 
14  per  cent  volume  increase  last 
year,  with  sales  through 
pharmacies  up  11  per  cent,  say 
J.  Pickles  &  Sons.  POSmaterial 
includes  new  design  shelf 
edgers  and  mock  display  box. 
SCR  scurf  cap  remover  has  new 
design  shelf  edgers. 

Children's  remedies 

Intercare  Products  say  that 
volume  sales  of  children's 
cough/cold  remedies  through 
pharmacies  increased  by  12  per 
cent  in  November/December, 
with  the  Tixylix  range  up  by 
56.4  per  cent.  Cough  liquids 
account  for  27.6  per  cent  of  this 
expanding  market  compared 
with  20.7  per  cent  in  the  same 
period  the  previous  year.  This 
season's  £750,000  Press 
campaign  continues  to  April. 

Direct  mail 

Support  for  Woodwards  Gripe 
Water  over  the  coming  months 
aims  to  encourage  more 
recommendation  by  health 
professionals.  A  direct  mail 
shot  to  14,000  health  visitors 
this  month  is  being  supported 
by  a  campaign  in  professional 
journals  to  April.  A  consumer 
leaflet  clarifying  the  symptoms 
of  wind,  colic  and  "tummy 
cramps"  will  be  available 
through  independent 
pharmacies,  health  visitors  and 
clinics.  Further  Press  activity  is 
planned  this  Summer. 

Good  for  colic 

Infacol,  the  market  leading 
infant  colic  treatment  sold  only 
through  pharmacies,  increased 
sales  by  31  per  cent  last  year, 
say  Pharmax  Healthcare. 
Advertising  is  appearing  in  the 
mother  and  baby  Press  and 
Bounty  Baby  Book,  together 
with  the  GP  and  health  visitor 
Press.  A  public  relations 
programme  will  continue  to 
support  the  brand  and 
Pharmax  will  exhibit  at  major 
exhibitions  this  year.  The  total 
promotional  spend  will  be 
around  £300,000.  Packaging  is 
being  developed  to  include  all 
labelling  on  trie  outer  carton  in 
line  with  EC  Directives  and 
there  are  plans  to  make  Infacol 
"tamper  evident". 

Analgesics  increase 

The  junior  analgesic  market 
grew  by  6.2%  per  cent  in  the 
year  to  September/October 
1991,  say  Wellcome  consumer 
division .  The  Calpol  range  is 
maintaining  its  position  as 
junior  analgesic  market  leader 
with  a  75  per  cent  sterling 
share;  the  infant  suspension  is 
the  top  seller  with  37  per  cent  of 
One  of  four  Tixylix  decongestant  inhalant  advertisements  the  total  market. 
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NEW  Tixylix  Decongestant  Inhalant.  Clears  blocked  noses. 
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The  NEW  Tixylix  range  of  paediatric  medicines.  Because  children's 
coughs  and  colds  need  special  care. 


Join  the  Gravy  Train 
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Making  profit  is  child's  play  when  you 
display  and  recommend  the  brand  leader. 

Infacol  grew  by  22%  last  year,  and  it's  on 
track  to  do  even  better  this  year,  with  advertising 
support  and  a  new  pack  to  tell  mums  that  it  is 
pleasant  tasting  and  free  from  alcohol,  sugar  and 
artificial  colourants. 

Infant  colic  and  griping  pain  are  effectively 
relieved,  with  Infacol  in  the  ready  to  use  100  dose 
pack.  And  you  will  be  relieved  to  know  that  it 
doesn't  take  up  much  shelf  space  either! 
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CUPANOL.  PERFECT  FOR  PHARMACISTS, 
PERFECT  FOR  LITTLE  PAINS 


CUPAL 


Cupanol's  reputation  is  going  from  strength 
to  strength.  And  it's  easy  to  see  why: 

■  SUGAR  FREE  -  less  risk  of  dental  caries 

■  COLOUR  FREE  -  less  chance  of  allergic 
reactions 

■  ANIMAL  FAT  AND  ALCOHOL  FREE  -  satisfies 
ethnic*  and  religious  disciplines 

■  COLOUR  ADVERTISING  SUPPORT  -  Mother 
&  Baby  press  from  November  to  March 

■  AVAILABLE  FROM  CUPAL  REPRESENTATIVES 
AND  ALL  MAJOR  WHOLESALERS. 

STOCK  UP  TODAY. 

'Asian  language  leaflets  available  on  request  from 
Cupal  representatives 

PARACETAMOL  ORAL  SUSPENSION 

Under  6  has  1  20mg  Paracetamol  per  5ml 
Over  6  has  250mg  Paracetamol  per  5ml 
Cupal  Ltd  ,  Pharmaceutical  Laboratories,  Blackburn, 
Lanes  BB2  2DX  Tel  0254  580321   Fa*  0254  675028 


